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Look what 
this Badge 
gets you 



GREATEST COLLECTION OF STARS EVER 

in 1)1 % Saunda\ night show Pat Boone, Vc£%\ 
Lee, C-eorge Shearing. J;uk Siott. \ndv Williams, 
Kiil>\ Mom- lam. Mike Niehols and ilaine Ma\. 
Count Basic, Vit Damonc. Oathv Can, Chris ( 
not, Jesse 1 ee 1 ninei. (.an Stites. and 
otlui s! 



on- 
in.iin 



FIRST TIME EVER f si- L new entiieh .sell < ou- 
tlined tiansistoii/ed radio built into the frame ol 
ordinal) pair ol eve glasses. Hv I e\as Instruments 



MEET Rl SSI- 1 I IURDW I 1.1,, 
HEAR 11 \R01.I) 1 I I. LOW s. 
LONDON' and 1) \\ 11) S \\ 11 I . 



at e public ist. 
GREET 11 I 11 



DISCUSS with panelist Moigan Heattv. Martin 
Block, John Box, Ira Cook, \iatthev\ | .' C.niiigan. 
Buddv lkane. Hob Kastnran, \it Foul. llaivev 
(daMrxk, Man\ llogan. Mike Joseph. Hill Kaland. 
Ilarol<l Kielstein. I ; ,d M< Ken/it , Ooidon Md.en 
don. Human \1oiiiim \. Bob I'nuell. Hill ()'( onnor, 
Ilein\ Renlto. 1-rank Missrr, \d.nn Young. 

1 ree ;iil d?iv sightseeing loi wives; taping laulities 
(tape inteiviews for ailing hatk home)', photogia 
phei.s to shoot von with stais. for release to home 
town papers, 

CONVENTION OPEN to all disc jockevs. piogram 
diteetmx, and management personnel ol bio.uh.ist 
and reenrd indnstiies. NO ( OS I to d.j.'s and 
station management personnel loi anv Iniutioiis. 
C.ompU tel\ nndei w l it ten bv U ading moid (oinpa 
nies. So vour expenses me limited to transpoita 
lion ami accommodations. v\hi*h are tax dedna 
ible avoiding to <oiupetcnt legal uninsel. 

( o<ktjil pnrtv 1 lunsda\ evening; business ^ssion^ 
liidav, satmdav . . . 'til noon Snndav 

Don't be shut out. Wine <ooidin<itor Hill Stew 
art. S20 kiipalviik Huilding. Omaha 2. Nebraska 
giving name, addiess, station or unnpanv. tvpt 
ol loom and rate desned * 

*llotels ot Hal llaibom stait at MO d.ulv tor two 
Vet now il von want to be in Hal llaibom 

2nd Annual International Radio Pro- 
gramming Seminar and Pop Music Disc 
Jockey Convention . . . May 29-30-31 
. . . American Hotel, Miami Beach. Spon- 



WAS THE GREEN 
BAY TV TEST 
A SUCCESS? 

Experts disagree on the 
recent Parti-Day test. 
Some say that result> 
were not conclusive 

Page 27 

Radio men are 
missing the boat 
— Jerry Arthur 

Page 30 

There are times 
to say 'No' 
to clients 

Page 34 

Tv basics: 32% 
of net starters 
dropped so far 

Page 39 
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FOR INCOME 1BUY 



7 



Louibiana'b >noinl market in 
size is first in buying pow er. 
The $6,455 KBI per household 
in Baton Rouge is several 
lengths ahead of New Orleans 
and Shreveport. To sell 
Louisiana, buy advertising 
in at least two markets — 
the right two. Buy 2 
in Baton Rouse. 




in LOUISIANA 



NBiC ABC 



WBRZ 



BATON ROUGE, LOUISIANA 

TOWER: lOOl FT . POWER 100.000 WATTS 
REPRESENTED BY HOLUNGB ER Y 



$6455* 

RICH 
BATON 
ROUGE 



Sou'ee; SM Su'vey 
|95°. Effective buylno 
• ncome pf household 



BUYING INCOME 

(Metropolitan Area) 



$5796* 
Shreveport 




Mystics made things happen in India . . . and 

.1 




WPEN 



PHII 



A 



iiMBilfl WPEN 



WPEN makes news with its news operation 
... 11 full time men . . . exclusive corre- 
spondents by direct line from major capitals 
of the world . . . our own on-the-spot heli- 
copter . . . on -the-street reporters . . . and 
mobile news units. In Programming — and 
in Sales — WPEN Makes Things Happen In 
Philadelphia. 



Represented nationally by 
GILL— PERNA 

Npiv Ynrk fhtratrn I r\< flnceloc <Jan Franricrn fWtnn rictmit 
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DIGEST OF ARTICLES 

Was the Parti-Day test a success? 

27 "1 v ran s ' "H grocery product/' only significance of Green Bay teht 
say wiiiH* marketing nini a*, i lay tv schedule selU 13,320 ea^e« in 26 week* 

Radio: advertising's newest medium 

30 Gerald Arthur, Donahue & Coe's new vice president of media, sound* ofl 
on what's wrong with the \\a> radio is hcing undersold today l»y itself 

Color tv sets records in receiver, show sales 

32 <"°l"i tv, in five-year statu* report from HCA, funis new acceptance 
with \iewer-, ?pon&ors, retailers a* circulation hits 135,000 families 

Spot tv puts 3.5 million whirleys in orbit 

32 Kathcr than let it die llie death of a Christinas toy, marketers of noVelly 
ileni iihe it fad pu>li that ^end> it spinning in wake, of hula hoop 

Sometimes you have to say 'No' to clients 

34 James C. McCaffrey, senior v.p. and account snpvr. at Ogilvy, Benson 
& Mather oul lines when >on need to >ay no to a client — hut nicely 

Radio spurs 'supermarket' auto repairs 

36 There** a new hreed of aulo repair >hop- the as>emldy-linc operation 
which I urn- In air media for fa-t turnover and volume business 

What admen talk about — privately 

37 spoNsoii check of bcliiml-lhe-sccne^ discussions at 4,Vs reveals some 
sin prises. \jimc\ men concerned about rising role of t\, other problems 

39 net tv shows bite the dust (so far) 

39 This network tv season is highlighted by a 32 r r casualty rate compared 
to 28^ la*t season, and by research-minded admen. Also. ( ouiparagraph 

sponsor asks: What are the fundamental consid- 
erations in editorializing? 

46 ^ niore stations are h parked by KCC chairman Doorfor's encouragement 
of now- opinion, station men tell v> h\ they decided to editorialize 
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A good 

SALESMAN 

is more 
believable . . . 



and 
so is a 
good 
STATION! 



CITY people, farmers, everybody believes a sincere, 
established salesman more readily than a fa>t- 
talking Johnny-Conie-Lately. 

This is exactly why WHO Radio sells hetter. For 
generations W HO has been known and respected through- 
out Iowa — and Iowans believe tcliat they bear on W HO 
Radio. We make every effort to keep this confidence 
by providing them with outstanding professional pro- 
gramming — the best in news, sports, entertainment. 

As a result, more loiva people listen to If 110 than 
listen to the next four commercial stations combined. 
And they BELIEVE ivhat they hear! 

Next time you consider radio — radio with the same 
outstanding qualities you demand in a salesman — 
remember to ask VGW about WHO, the very best there 
is in Iowa radio! 





Affiliate 



WHO 

for Iowa PLUS ! 

Des Moines . . . 50,000 Watts 

Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 
Robert H. Harter, Sales Manager 



WHO Radio is parr of Central Broadcasting Comp-i 
v^hich al-o owns and operates 
# WHO* TV, Dcs Moines. WOC-TV, Ojxcnport 




Peters, Griffin, \\ oodward. Inc. 
SiitioHtil Representatives 
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IN SOUTH GEORGIA 
AND 

NORTHWEST FLORIDA . . . 

A NEW 
MARKET 

since Mar. 19th! 

WALB-TV's new 
1,000 FOOT* 
TOWER 

has almost doubled 

the effective VVALB-TV 

market in this area! 



MTallcst <n South Georgia 
and North Florida) 



• GRADE B POPULATION 
NOW IS: 



730,600 



• GRADE B TV HOMES 
NOW ARE: 



126,200 



Write for 

new coveroge map 



ALBANY, GA. CHANNEL 10 



WALB-TV 




Rjymond E Carow, General Manager 

Represented nationally by 
Vcnard, Rintoul Cr McConncll, Inc. 
In Ihe Soulh by James S. Aycrs Co. 
One Rate Card 



NEWSfViAiKER 
of the week 



Dean of tar mmedy Goodman Ace (tad tycoon Charles 
(Revlon) Hevson got together Inst week to do 20 specials 
on CHS TV at an estimated S7 million. Admen ponder ivhnt 
the alliance of King Comas and King Mid as will prod ace* 

The newsmaker: Owlish-e) ed. cigar-chewing Goodman 
\oe is duo to become a producer again for t lie first time since Ids 
Easy Aces was a kingpin in network radio. No one knows more 
than lie about writing broadcast humor. What Benehley was to 
print and im>\ ies Ace is to radio and tv wit. 

On the other hand, admen are quick to point out. bo>sman Charles 
ltevson doe>n t take a back seat to am one in the business of getting 
and turning a t\ audience into profit. His ama/ing product empire 




Now writing for Como, Goodman Ace (r) will produce Revlon specials next year 

stretching from head (Satin-Set I lo toe iKsquire Hoot Polish I has 
expanded largeh through an uneanm selection of t\ fare. So these 
admen speculate on bow friction-free will be tin* meshing of such 
two great minds from difTercnt worlds. 

l*n>\idod sparks are at a minimum, the acquisition of Good) Ace 
b\ He\loii could bo llevsoifs biggest coup. Like l\o\ son. \ce has 
consistent^ breathed the "sweet smell of success." Born in Kansas 
Cit\ (>(> \eais ago. Ace worked his wa\ through a journalism course 
at the local junior college h\ selling shows, bet •aim* a reporter on 
the Kansas Gt\ Post, married his high school sweetheart. June 
Sherwood, in 1 ( >27. When performers on a local radio station failed 
to show up one da\ in \92l). \ce and Jane ad-libbed a skit on bridge 
which caught mi. The HO for that initial effort parla\ed into linn- 
dieds of thousand^ a^ he mo\ ed on lo become air media's highest 
paid writer and most reeenth ko\ stone of the Perry Como Show on 
\\\C T\ . Of agencies. Ace has said. '1 tell them what to do and thev 
^a\ \es' and don't do it." W ith Hex Ion. lhc\ ma\ ha\c to. ^ 
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NEWSMAKER STATIONS of the WEEK 



the NORTHWEST NU66ET 



APPOINTS EASTMAN 



KJR 

SEATTLE 5.000WATTS 950KC 



rn:i 



m 




SPOKANE 5.000WATTS 790KC 



KXL 

PORTLAND 10,000WATTS 750KC 



The Northwest Nugget Stations, in 
the rich Pacific Northwest, offer' 
tremendous facilities in a fabulous 
market. Get the full profit story of 
audience, salesmanship and 
merchandising aids from your 
East/man today. 




robert e. eastman & co., 



inc. 



national representatives of radio stations 



NEW YORK; 

527 Madison Avenue 
New York22,N.Y. 
PLaza 97760 



CHICAGO: 

333 N. Michigan Ave. 
Chicago, Illinois 
Financial 6-7640 



SAN FRANCISCO: 

Russ Bldg. 

San Francisco, Cal. 

YUkon 2-9760 



DALLAS: 

211 North Ervay Bldg. 
Dallas, Texas 
Riverside 7-2417 



ST. LOUIS: 

Syndicate Trust Bldg. 
915 Olive St. 
St. Louis, Missouri 
CEntral 1-6055 



LOS ANGELES: 

Taft Building 
1680 N Vine St. 
Hollywood, Cal. 
Hollywood 4-7276 
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JAXIE Salutes 
Budweiser 




ANHEUSER 

BUSCH 
BREWING 
CO. 



The \nhenser-Bii-eli Browing 
(Company lias joined the Hon- 
or Hull of \dvertisers who 
chose \\ KG \-TV to carry its 
sales messages to more than 
a quarter-million Florida- 
Georgia T\ homes. Rml- 
weiser is sponsoring * 4 Flight'*, 
from 7:30 to 8:00 I'M on 
Thursdays, and this fine show 
combined with WFGA-TV 
programming — w ill provide 
lop selling power for the 
\nhensor - Hnseli Brew i n g 
( !onipanv. 

"Jaxie" is prond to have 
I'mdweiser and the IT \rej 
advertising agene\ on its 
growing list of prestige ad- 
vertisers. 

NBC and ABC Programming 
Represented nationally by Peters, 
Griffin, Woodward, Inc. 



I 3 



at work 



and make no effort to 




Doug Humm, Clnnlos \\ . llo)t Co.. I no.. New York. feels that t\ 
stations need more showmanship in their formats, especially the 
feature film segments. "The tremendous popularity of feature films 
has somewhat crippled the imagination of main stations.'" Doug 
sa\s. ''Hour after hour. the\ grind out films 
enhance the films* interest or make 
them different from those on com- 
peting channels." Dong thinks 
that most feature film blocks 
would be helped b) a highh per- 
sonalized approach. He point* out 
that some stations using eoloi fid 
Announcers to introduce films and 
narrate the bridges have created 
personality programs in their own 
right. 4 \A feature film need not be 
a 'monster' show to lend itself 
to this approach. The perSonalit) 
should be a foeal point for the program. Change of pace is a basic 
dramatic dc\ ice and. rather than interrupt the mood and rout limit) 
of the films, the good announcer provides a neeessan relief from 
the sameness of the film in addition to his own entertainment value?. ' 



Frances Lindh, Batten. Barton. Durstine & Oshorn. Inc.. New York, 
feels that radio in main markets is 4 *still a jungle where dog-eat-dog 
competition between stations does a great deal of harm. Stations in 
highh competitive markets often forget that sharp practices to get 
sales create an unhealthy climate which undermines advertisers* 

respect for the medium. Too much 
concern about the immediate dol- 
lar, rather than the long-range ap- 
proach to selling, frightens away 
new client*, makes many old ones 
doubtful. With regard to telex i- 
sioiK France* thinks that the mede 
mu is going through main signifi- 
cant changes, especially in spot. 
"Agencies and advertiser* are 
more aware than the\ were ;i few 
seasons ago of t\*s total delhcn 
value/" Frances says. "As prime 
time ^pols became nioie difficult to get. fringe times, saturation and 
(hntiiih* packages were used, and quite effeetheh. Ad\ertisers ha\e 
found t hat t\ . with its t remendous audience at all times, gives 
them n latitude in their schedules. Programing better slanted to 
its audience ha* also done a great deal to increase total impact. 




WFGA-TV 

Channel 12 

Jacksonville, Florida 

FLORIDA'S 
COLORFUL STATION 



SCOXSOK • y MAY 1°-.VJ 



On February 8, WNBQ presented a special preview, in 
color, of the Art Institute of Chicago's historic Paul Gauguin 
exhibition. Because of its unusual interest the program was 
colorcast on the NBC Television Network. Critical response 
was warm ami wide-spread. The Chicago Sun Times called 
it an "artistic coup."The Chicago Tribune said it was 
"superb." And from the nation's Capital: f "a work of art 



as a TV show." From New York: "a masterly achievement. " 
"So Much Light, So Much Color" was one in WNBQ's 
monthly series, "Chicago Showcase," exploring the cultural 
range for Chicago viewers. It is an important phase of the 
balanced schedule which provides rewarding television for 
every taste . . . and which marks WNBQ as the ipialitv 
television station in Chicago. 

NBC TELEVISION IN CHICAGO 
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summerTradio '^es 




lip 




SPOT RADIO is the most effective 
summer medium you can use because 
Radio goes where the family goes. 

Reach people-wherever they are, 
at home or on vacation -with SPOT 
RADIO. 




SPONSORED BY MEMBER FIRMS OF 



Avery-Knodel Inc. — John Blair & Company — Broadcast Time Sales 
Thomas F. Clark Co. Inc. — Harry E. Cummings — Robert E. Eastman & Co. Inc. 

H-R Representatives Inc. — The Katz Agency Inc. — McGavren-Quinn Company 
The Meeker Company Inc. — Art Moore Associates Inc.— Richard O'Connell Inc. 

Peters, Griffin, Woodward, Inc. — William J. Reilly Inc. 
Radio-TV Representatives Inc. — Weed Radio Corporation — Adam Young Inc. 



MAY IS NATIONAL RADIO MONTH 



by John E. McMillin 

Commercial 
commentary 

What price prize winners 

This i> a grumpy, ill-mannered plea for more 
h'iim'. >anit\. and profosionalinn in the selec- 
tion of "an artl-\\ inning*' 1\ commercials. 

La*t week, at the I W Convention at White 
Sulphur Springs. 1 sal through a showing, with 
Cliff Fi<*hl. v. p. at Ogilw. Hcn^on & Mather, of 
10 tv >pot>, selected i\> prize winners 1 >y t lie Art 
Directors Club of Now ^ ork. 
(Jiff i>t an old friend and a real ropy pro. His print campaign* for 
Puerto Hiro and lhitluiwa) Shirt* haw heen jn>tifi.*d>ly praised, even 
h\ ontsi<ler> who know nothing of the careful research and planning 
hehind hi> advertisement*. 

\t White Sulphur Inst week he received what is undoubtedly the 
highest creati\c honor in adverli.^ing today the Arthur Kndner 
\ward for the fines! institutional cop) of the \ ear. 

Cliff won it for his Pmtish Travel Bureau magazine ad titled 
' Tread softly past the long, long sleep of kings" and judging by the 
applause at the Greenbrier, ii was a popular decision. 

It was also the unanimous choice of a distinguished board of 
judges. George Grihbin, pres. of ^&K. Charles 11. Blower, pres. of 
BBIM). and John P. Cunningham, board chairman of C&W. 

1 couldn't help contrasting the respect and honor and real pro- 
fessional kudos which this award implied with the almost total 
moaning less nes^ of the Art Directors' selections. And I was inter- 
ested loo. in cheeking out with Gill im own feeling about the award- 
w inning tv commercials. 

Wrong judges ami wrong standards 

On the surface, of course, there was nothing particularly wrong 
with the choices of the \rt Directors Club. All of the commercials 
were of regsonabh high quality, and some were quite outstanding. 

It was old) when \on began to look at the presentation as a whole 
that yon realized that the \rt Directors t\ awards, like those of 
nearly ever\ tv commercial contest or festival I have ever heard of. 
weir 1 I < hosen b\ the wrong people, 2) judged b\ the wrong stand- 
ards, and .'if applauded for the wrong reasons. 

\it directors, like l\ camera men. sound men. or film producers, 
tend to be piimaril) technician^. Their selections were chosen as 
interesting I though sometimes esoteric ) examples of pictorial art 
with little or no regard for sales message or selling effectiveness. 

Visual techniques were emphasized at the expense of human 
feeling, and there was a notable lack of concern for the abilih of a 
couunei cial to "»cl o\ er the foot light*'* and communicate with \ iewers. 

Iweii the categories into which the < omincrcials were grouped were, 
technical and artificial. '1 here were awards for *ii\e action.'* "lim- 
ited action. "animation." "three dimensional puppets.*" "color,*' etc. 

'Ihis of course is slice] noii>eiis(\ Von might just as well set up 

Hi 





Coverage 

doesn't come 
this way yet ! 

Just ask your time-buyer! He'll tell 
you coverage isn't just had for the 
asking. But— with your 30-minute 
show or 30-second station break 
on film — getting the coverage you 
want and need is not only possible 
but economicol ond procticol. 

Goes without saying that film 
also gives you control of your 
messoge. 

In fact, film does three things for 
you ... 3 big important things: 

1. Gives you the high-polish 
commercials you've come to 
expect . . . fluff-free . . . sure. 

2. Gives you coveroge with full 
pre-test opportunities. 

3. Retains residuol volues. 

For more information write: 

Motion Picture Film Department I 
EASTMAN KODAK COMPANY 
Rochester 4, N.Y. 



East Coast Division 
342 Madison Ave. 
New York 1 7, N.Y. 

Midwest Division 
1 30 East Randolph Drive 
Chicago 1 , III. 

Wesf Coasf Division 
6706 Sonta Manico Blvd. 
Hollywood 38, Calif. 

or 

W. J. German, Inc. 

Agents far the sale and distribution of 
Eastman Professional Motion Picture Films 
Fart Lee, N.J.; Chicago, III.; 
Hollywood, Colif. 

Always shoot it on 

EASTMAN FILM ... 
You'll be glad you did! 




■ 



Commercial commentary continued 




"Sunny" 
Knows 



"Sunn) " knows WSUN de- 
livers more radio homes, at 
the lowest cost per home of 
any station in the heart of 
Florida.* 



WSUN is programed for 
service . . . and for sales, 
and has heen making friends 
in Florida for 31 years. 




W U N « « 

Tampa St. Petersburg 

National Ren: 
VENARD, RINTOUL & McCONNELL 

Southeastern Rrr*: 
(AMES S. AYRES 



awards for commercials which I ) use only words of less than three 
syllables. 2) employ models under H> vears of age. o ) are written 
one-handed on Hoyal tv pewriters. 

The techniques of conimercial production are not important stand- 
ards. Ml that really mailer* is the wa\ in which a particular commer- 
cial face* and creativ e!) *oh e«* its own individual sales prohlem. 

ClifT Field's reaction? to the Art Directors' reel were much the 
same a:* mine -too tricky, too arty. And he added "lv commercials 
are about where print was 25 years ago." 

How awards nii^ht he jjiveii 

All the same. I think it would he a fine tiling for l\ and for the 
advertising business if we did have a system of awards that was 
meaningful, important, and respected within the industry. 

Such awards, properly handled, could easily stimulate more effec- 
tive and imaginative tv commercial treatments. 

I suggest, however, that the real key is the judges themselves. 
The) should he professional advertising men of stature and breadth 
of experience, who thoroughly understand the relationship between 
sales and marketing problems and advertising creativeness. 

The Kudner Award had judges of this caliber. There are a num- 
her of §uch men within the ranks of both the bVs and the ANA. 

The trouble with gelling non-professionals or technicians to judge 
Iv commercial* is that their pronouncements carry no real weight in 
advertising circles. It mav be pleasant to have your ads praised by 
the D.A.H. of Dubuque, or the professors of ihe. Harvard Business 
School, or the musicians of Local 802. hut such applause means little 
to aiiv true advertising practitioner. 

A second suggestion is this. Instead of dividing the awards by 
technical categories (live action, animation, etc.) let's divide them 
b\ major industries food. drug, tobacco, automotive, beverage, etc. 

It is almost impossible to compare a commercial for say. Buiek. 
with one for Bev Ion. Their sales problem* and objectives are so 
different. But a heallhv. spirited, and sensible competition could he 
staged to choose the "Best food commercial of the vear." and similar- 
Iv the best eosmelie commercial, petroleum commercial, drug com- 
mercial. And such a competition could prov ide advertisers and agen- 
cies with a valuable rev iovv of tv activ ities in major industries. 

Filially, let's be certain that both in judging, and in the announce- 
ment of tv award winners, notice is taken of the sale problems and 
copv platforms around which the commercials are built. 

1 am not suggesting that tv commercials should be judged solely 
on the basis of direct traceable sales results. Poo many other factors 
are involved, product, competition, media weight, marketing. 

But at least awards should be given with some recognition of sales 
realities. For. in all reallv sound tv commercial production, these 
are the starling points for advertising creativeness. 

If for tv we could ever establish a sv stein of annual awards based 
on these principles, we could make a valuable contribution to the 
entire advertising business. At the present time, the onlv print prize 
of real significance is the Kudner Award, and that is in the limited 
field of institutional advertising. 

There is a challenging opportunity for tv to provide a more com- 
prehensive, meaningful -\steni. But we uiuM approach the problem 
like professional^, not like a ladies' garden club. ^ 
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The Parisian couturiers have just discovered spot, 
but American businessmen have been profiting 
from its use for better than 30 years. 

After all, what other medium is sufficiently 
fast-breaking for you to take advantage 
of temperature and precipitation changes; 
instantaneously meet competitors' price shifts; or 
capitalize on peak buying days and hours in each market. 

When it comes to selling national spot, 
it is obvious that good communications, like time, 
is of the essence. The H-R policy 

of close, continuing, day-in, day-out personal contact with 
its stations forms the bedrock of its Working Partnership concept 




"We always send a man to do a man's job" 



Xcw York 
Chicago 
San Francisco 
Hollywood 
Dallas 
Detroit 
Atlanta 
Houston 
Xew Orleans 
Des Moines 

Television, Inc. 
Representatives 



on 5 




* 



ion 



K-NUZ 

•H PULSE, Jan.-Feb., 1959 
NIELSEN, Dec., 1958 

f-^roudiij, ^Announced 
tke ^Appointment 



ad J^epre&entativeA 
£l^ective lf]f\ai£ 1, 1959 

New York • Chicago • Detroit 
Atlanta '• St. Louis • San Francisco 
Los Angeles • Dallas 

IN HOUSTON, CALL 
DAVE MORRIS, JAckson 3-2581 



49th ant 
Madison 



Why another RAB? 

1 rend with interest the article in the 
25 April issue hy Jack Masla. 

While his theory — that there be an 
organization to promote spot radio 
alone — isn't bad, for heaven's sake 
let s not have another national radio 
organization. 

Personally, 1 think RAB has done 
a hangup job. 1 think many broad- 
casters, both members and non-mem- 
bers of RAB, are not completely 
aware that much of the business they 
get could be traced back, at least in 
part, to BAB. 

It has been our experience that all 
of a sudden certain categories seem , 
to catch on fire. One year you won't 
have any business in this category 
and next year competitors are falling 
all over each other to buy time on 
your station. Docs this just happen, 
or could it be that some speech at a 
convention of that particular indus- 
try, or a specific presentation to the 
leaders of that industry, made by 
RAB or. for that matter, SUA. or J 
even a specific national rep, triggered 
the entire mo\ement? 

Most of us can't take the time or] 
effort to find out why we got a par- 
ticular piece of business. In fact, I 
most of u> dtuft care how. as long asl 
we get it. But 1 am sure it isn'tl 
happenstance that most of the air- 
lines use spot radio today and a few] 
year> ago they didn't, or that super-[ 
market* are becoming really impor- 
tant radio advertisers. 

There is a lot of work, much of it] 
unpublieized, being done by RABl 
and other radio-minded organiza- 
tions. We certainly don't need anfl 
other oik*. 

Ben Strouse 
pres. WWDC 
Washington 

• VS <' agree w till Hen SlroiiM* thai HAH «lo*> J 
«ome ft nc *<>rk. Iterance vin lielte^e thai *pot| 
radio »1i*mt> efl to ]>r> a itiurli higher medium.! 
SHONSOll x el«*Htiie» Idea- m to ln»w 
achieve till-* from nil interested parties. 

5-city directory 
Now 1 understand why so many outl 
{Please turn to page 21) 
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IN PHILADELPHIA RADIO 




Ted Jackson 
Audience up 
140% 



IS THE TOP PERFORMER 

ATTRACTING THE LARGEST 
AUDIENCE ALL WEEK LONG 
...WITH WRCV SALES PER- 
SONALITIES GAINING BIG 
AUDIENCE INCREASES FOR 

An\/FRTIQFRQ source: Philadelphia nsi, 

HU V Ll\ I lULIAU. DEC-JAN. AND FEB.-MAR. 
WRCV IS NBC RADIO IN PHILADELPHIA • SOLD BY NBC SPOT SALES 




& Hurst 
Audience up 
• 50% 






IR RADIO STATIO 

help FLAKO products show 

SOLID GAINS 

in important radio markets 





In market after market, FLAKO products are 
making new sales records. And their advertising is 
concentrated in one powerful medium — Spot Radio. 

Through strategy planned by the parent organ- 
ization, Quaker Oats, advertising of FLAKO prod- 
ucts is closely geared to the distribution patterns in 
individual markets. In many of these markets, 
Blair Stations are the spearhead of the advertising 
attack. The simple fact is: BLAIR STATIONS 
SELL. Through applied audience-research, they 
have developed and intensified the elements that 
give radio its real selling-power: 

1. Local-interest programming, which appeals to 
listeners throughout the station's own area in a 
way no distant program-source can duplicate. 

2. Local selling personalities, who speak the lan- 
guage of the area they serve, and endow commercial 
messages with believability that converts ratings 
into cash-register results. 

Over 40 stations in major markets are represented 
by John Blair Sz Company — by far the most im- 
portant group of stations and markets served by 
one representative firm. So when you're thinking 
about radio, as most advertisers are, talk with your 
John Blair man. In many of your best markets, he 
represents stations that really sell. 





and Company National Representative for Major Market Stations; 



New York 

Chicago 

Los Angeles. ... 
Philadelphia. 

Detroit 

Boston. . .. 
San Francisco. 
Pittsburgh.... 
St. Louis 



WABC Washington.... WWDC 

.WLS Baltimore WFBR 

KFWB Dallas Ft. Worth KLIF- 

WFIL KFJZ 

WXYZ Minneapolis' St. Paul. WDGY 

wwnw Houston KILT 

nn Seattle Tacoma KING 

KG0 Providence Fall River- 

WWSW New Bedford WPRO 

KXOK Cincinnati WCPO 



Miami.. . WQAM 

Kansas City WHB 

New Orleans WDSU 

Portland, Ore KGW 

Denver KTLN 

Norfolk-Portsmoutb- 
Newport News.. .. WGH 

Louisville WAKY 

Indianapolis WIBC 

Columbus WBNS 



San Antonio KTSA 

Tampa-St. Petersburg WFLA 

Albany Schenectady-Troy„WTRY 

Memphis WMC 

Phoenix KOY 

Omaha WOW 

Jacksonville WMBR 

Oklahoma City ,. KOMA 

Syracuse WNDR 

Nashville WSM 



Knoxville WNOX 

Wheeling-Steubenville WWVA 

Tulsa KRMG 

Fresno KFRE 

Wichita KFH 

Shreveport KEEL 

Orlando .WDBO 

Binghamton WNBF 

Roanoke WSLS 

Bismarck KFYR 
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TVs influence on the corporate planning of advertising budget* continues 1<» 
grow by leaps and bounds. 

Factors that have changed the pattern of budget master-minding are basically the^e: 

1) Now that tv is the major medium* it*s imperative that the planning start 
with tv and the other media be matched in. 

2) Because of the tremendous sums involved in tv, decisions inu^t ho made at the 
highest corporate levels. 

Since network tv must be sewed up far ahead and on a fall-to-fall basis, an account- 
ing setup with the fiscal year ending 30 June has become more expedient than the 
type that cuds 31 December. (Curiously, the autouiotives have stuck to the 30 De- 
cember system, even though the tv network and model year coincide.) 



Tv stations this week were mulling this offbeat proposition from Ogilvy. Hen- 
son & Mather: that they sell 30-seeond units in ehainhreaks at the 20-second rate 
with the proviso that such spots could be preempted if a 20-second buyer became 
available. 

The agency based its offer on the premise that stations have lots of open 20' « and 
l.D.'s and that they might find it expedient to go along on this sort of deal pending a pickup 
in the market for 20's and I.D.'s. 

Incidentally, OB&M just became the agency for Ban (Lever), which is a heavv 
riser of spot tv during the warmer months. 

Note: Several reps lately have been toving with the idea of suggesting to their tv station* 
that thev create a 30-seeond rate on the assumption that some of the heavy demand 
for minutes could he diverted into 30-seeond spots. 

Ford's expenditures in spot radio on its new models could hit S3. 75 million. 
There's a dual reason for that: (T) Ifll be turning out more ears, and (2t extra pre*- 
>uie will be exerted in behalf of the small ear. 

Recently Ford has been spending at the rate of $2.5-3 million for spot radio. 



The lull in new national spot tv business out of New York will last somewhat 
longer than anticipated: The networks don*t appear to he in much of a hurry about 
crystalizin^: their schedules or confirming orders on hand. 

Heps this week reported that impatient nudges from their tv stations are be- 
ginning to be much sharper. 



Y&II has a project under way to needle the agency *g executives — account, crea* 
ti\ ^ and even the radio/tv department — into concentrating more of their thinking on 
radio. 

The project: An updated study on the dimensions of radio, the location of «els 
within and outside the home, and how the medium can be used via a variety of technique*:. 

Y&R hasn't been placing much radio business lately, and apparentlv the management 
thinks the time is ripe for a broad review of the medium. 

The study should be completed within the month. 
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SPONSOR-SCOPE mntinucd 

Firestone is looking over the spot tv situation with a view to buying at least 
through the summer. 

It's lining up availabilities via reps in about J 00 markets. Logical points of interest: 
adjacencies to baseball games and participations in sports programs. 



Judging from agency complaints to reps, the practice among some tv stations of 
running the wrong film commercials is getting acute. 

One agency heavy in tv spot hopes to correct the situation by inserting in its order 
form a clause rccpiiring that confirmation of performance come from the engi- 
neering log — not the programing Jog. 



Agencies putting the accent on minutes in proposed spot tv campaigns for the 
coming season are adding 10% to the budgets to take eare of anticipated rate hikes, 

Last year the contingency for spot rate increases averaged 5%. The 10% fig- 
ure is now being urged because: 

(1) Stations are expected to net on tbeir reps' suggestions that tbey make the cost of 
minutes higher than the rate for 20-seeonds. 

(2) Quite a few ABC TV affiliates will be pushing up their rates as a result of 
strengthened ratings. 

Some reps think their stations arc making a mistake by delivering reports on 
merchandising cooperation directly to an agency's promotion department: 

It isn't merely that the reps want to get into the act; they're convinced that more mile- 
age can he had out of the report if the rep served as a go-between. 

Tbe rep also would show it to the buyer on the account, who, in turn, could take a 
bow on bis judgment of station seleetion. In other words, by involving more people, the 
reps would spread the goodwill farther. 



Food marketing experts bold that the only national advertiser of cooking in* 
gredients who successfully relies on recipes is Kraft. 

The other giants in tbe field — particularly tbe flour people — are challenged more and 
more by the problem of selling tbe mixed product. 

Whereas tbe older housewife may still think in terms of recipes, the younger element 
U most concerned with how tbe item fits in with M) tbe family's needs and habits, and 
(2) tbe pockethook. 



Has spot tv been lax in visualizing that medium's big picture for the agency 
people beyond the tiiuclmyer? 

SPONSOR-SCOPE this week gathered the impression that the answer might lean to- 
ward the affirmative on the basis of a quiz it conducted among a cross-section of media 
analysts. 

The question: Has spot tv thine a good job selling itself as a national medium? 
The response can be reduced to these key observations: 

• There's been too much concentration on the small picture — analysis of market-by- 
market and the comparison of one station against another. 

• Very little has been done to project the ultimate dimensions of national spot 
t\ on a truly competitive scale, showing, for instance: (1) how by using certain schedules a 
given percentage of the national market could he reached: (2) bow various advan- 
tages ran be derived from buying *»0-l00 stations on a spot basis as against network; (3) 
what fringe time can do in terms of cost efficiency as compared to prime time. 

• Spot tv. content with its profitable position, has let the magazines outflank it with 
promotional showmanship. 
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Florets the hnxsrorc on where two of the soap giants stand thi* we«»k as to their 
network tv nighttime commitments for the fall: 

• P&G: 9 show?, adding up to 6V> hours n week. 

• Lever: 7 shows, adding up to 4V(> hours a werk. 

P.S. : Witli the hulk of its business on ABC TV. I*&G will he spending \rn* tin* fall 
for nighttime network than it did last season. 

Meantime CBS TV appears to he out of the nighttime picture hy default. 

will he one <*c:i*ou that Marlboro (Burnett) won't fmd it «olf fro'/en out of 
choice time: It's hought half of Lorctta Young in the NBC TV Sunday 10 p.m. niehe. 

As part of the deal, NBC has agreed to house Trouble Shooters in the Thursday 
10:30-11 p.m. period. 

Looks like Buick (McCann-Erickson) will confine it«elf network-wise to 10 spe- 
cials next season — six of them headed hy Boh Hope. 

The works will come to around $5 million — lens than what Hoick spent this sea- 
son on eight Hope specials and an alternate half-hour of Wells Fargo. 

Burnett this week continued to find itself in a box over what to do with the 
Deputy series (Henry Fonda) that it nought in behalf of Kellogg. 

It had hoped to suhstitute the Fonda show for the CBS-owned Dennis the Menace, previ- 
ously set for Kellogg (Fridav 8:30 on CBS TV) and put Dennis on at 7 p.m. Sunday on the 
same network, hut Campbell scotched that hv renewing for Lassie. 

Standard Brands was ready to take half of the Deputy if it could get a Friday 
spot. 

Should the tv specials find themselves hard tint for name* the coming season, 
much of it will he due to the fact that all the major talent offices also are going to be 
doinjr a lot of packaging. 

Their first concern, ohviouslv. will he the hooking of their own shows out of their own 
stahles; next, thev want to guard against over-exposure. 

The 1959-60 producing activity of each of the top three talent agencies: 

NETWORK SPONSOR NO. SHOWS 

MCA NRC Ford 40 

Cen. Artiste NBC Kraft 52 

Wm. Morris CBS Bevlon 20 

Beeause of intra-indn^trv arguments now jroin:: on as to which i* the fairer method, 
here's an explanation of the two systems used in eoniuiiting the average coM-per-thon- 
sand -bom es. 

The Nielsen method : (]) Derive the eo^t-per-1. 000 for each show hv dividing th^ 
eo*t of the *how hv the program's homes in thousands: (2) to iret the average cost-per- 
1,000. add up the costs-per-1 .000 for the individual show« and divide them by the 
number of shows. 

The ABC TV wav: Add up the thousand* of home* and eo^tc of all program* and 
divide the total costs by the total thousands. 

The private brands have finally caught up with another field that's prospering 
in a big way: non-fat dry skim milk. 

A&V is cashing in on the market created by national advertising (principally BordenV 
Starlae) hy putting out its own competitive brand ;it 29t — 10<* cheaper than Borden. 
Carnation also has a brand on the market. 
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Don't let the fact that certain advertisers have raised the level of tlieir programing 
for next season make von think iheir main objective is an identity villi quality. 

They're spending some of the extra toH for impact and merchandising values, to be sure, 
but what they'll essentially be after as mueh as ever is circulation. In other words, 
solid ratings. 

The average agency imprc*«nrio would enjoy the luxury of playing both sides of the street 
in interpreting a program's reaction quality audience vs. rating — hut deep down he knows 
that the more people that view a message, the happier the client. And that's regard- 
less of the product and the target. 

Trade callers on radio stations report discontent over the stains of rating methods. 

The grumbling includes such items as: (1) the techniques are outdated: (2) the held 
people are not properly equipped to do the job; (3) retracing of the surveyor's calls has fre- 
quently disclosed that the wrong program bad been credited; and (4) in some cases the 
queries were put to people on the street, not in their homes. 

Basic reason for the station's uneasiness: Since ratings have become virtually the sole 
lever in getting business, sensitivity on the subject of research has been mounting 
com men mi rably. 

Far more people saw Wagon Train during one night in March than the total 
readers that scanned over much longer period- such publieations as Reader's Digest. This 
Week, and Life. 

Here's the comparison: 

PROGRAM-MAGAZINE TOTAL VIEWERS-READERS 

Wagon Train* 53,200,000 
Header's Digest** 34.950,000 
This Week supplement 25.000,000 
Life** 32,100,000 
Souree: *Sccond March Nielsen report: **Look Study for 1958. 

Trendex's initial reports on eoniiiiereial playbacks to viewers is scheduled for 
release to subscribers 22 May. 

The data will he used essentially for inter-incdia comparisons and copy research. 

It was NBC TV's inning ibis week in the game of locking up sales for fall. 

Tn addition to the Marlboro sale. NBC registered these on the nighttime scoreboard: Toni 
1 North), the other half of Loretta Young: Chase & Sanborn (JWT) and Singer Sewing 
1 Y&RK alternating Fibber McGec & Molly, Tuesday 8:30: R. J. Reynolds (Esty ) and Chcm- 
straml (Doyle-D-R) alternating on Challenge, Saturday 8:30 (Reynolds, to make room for 
Challenge, moved Johnny Staccato to Thursday 8:30.) 

Developments at CBS TV: Belly Hullon (General Foods) will replace December 
Bride; Pharmaceuticals (Parkson) picked Undercover Man for the Tuesday 9 o'clock 
period. R. J. Reynolds and Rristol-Myers will share I've Got a Secret and Peter Gunn. 

In reference to Marlboro's alliance with Loretta Young: Now that the masculinity theme 
ha* been copied by competitors. Marlboro is switching back to feminine appeal. Inci- 
dentally, the January-February Nielsen showed the following housewife-home audience by 
age groups for the Loretta Young show: 16 to 34. 26.2: 35 to 19. 31.8; and 50 and over. 
22.3. This allocation is based on a total U. S. rating of 27.1 . 



For other news coverage in this issue, sec Newsmaker of the Week, page 4; 
Spot Hnvs. page 5J5: News and Idea Wrap-Up, page 60: Washington Week, page 53; SPONSOR 
Hears, page 56; Tv and Radio Newsmakers, page 74: and Film-Scope, page 54. 
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IT C OMMUNICATES ! 

By anyone's standards, Paul Reveres midnight ride was a screaming success. The whole countryside sprang into action! 
He really communicated. Today, WOOD-TV is communicating with the same phenomenal success. Western Michigan prefers 
WOOD-TV. Better yet, WOODwatchers are WOODbuyers ! Why not put your client on WOOD-TV and get a sample of that "Paul 
Revere-type" action from the WOODIanders. Just flash the signal to your Katz man — that's one lamp for AM, two for TV. 

WOOD-TV Is first- morning, noon, night, Monday through Sunday February '59 ARB Grand Rapids 
WOOD-AM Is first— morning, noon, night, Monday through Sunday April '68 Pulse Grand Rapids 




WOOD 



TV 



WOODIand Cantar, 
Grand Raplda, Michigan 

WOOD-TV— NBC for Western end 
Central Michigan: Grand Rapids, 
Battle Creek, Kalamazoo, Muskegon 
and Lansing. WOOO-Redlo— NBC 




action! 





] inform, interpret, analyze, advise, question, compliment and 
complain. 1 am the heartbeat of your industry. 

As my issues tick by, 1 record the pulsations of your industry-' 
its strengths and weaknesses, its triumphs and failures, its hopes and 
reerets. 

o 

I live to serve. I live to serve your industry that is also mine. 

My sense of service means many things. Move than just words- 
in-print to keep you posted, my sense of service also means projecting 
the significant facets of our kaleidoscopic industry in sharpest focus 
for all to see. 

It means fighting for industry advances, sometimes in the face 
of bitter opposition. 

It means providing you with fact-and-iigure tools to help you 
do your job better. 

It means painting a positive picture of our industry, a picture 
so plausible that even the most carping critic cannot deny its validity. 

It means adding moral stature to our industry whether the issue 
be Code compliance, rates, or ratings. It means a personal code of 
conduct that permits me. with clean hands, to urge highest standards 
on our industry, 

I am the heartbeat of our industry. As you can see. I am also 
its conscience. 

How well 1 do m\ job only you are qualified to judge. 
1 am proud to be your trade paper. I promise to serve you in 
every way at my disposal. 
1 am SPONSOR, 

thnv well SI*(»tS(>}< tint's its job is partially 
revealed by agency-advertiser surreys of 
reading preferences. We'll be happy to send 
yon summaries of the two latest. 



GIANT 



MARKET 



CA ESA RS y head • SPARTANBURG 
•GREENVILLE 




The Giant 
of 

Southern 
Skies" 



GIVES YOU ALL THREE . . . 

GREENVILLE 

SPARTANBURG 
ASHEVILLE 

. . . with total coverage area 
greater than that of Miami, 
Jacksonville, Birmingham or 
New Orleans 



82-County Data (within the 100 
UV/M contour) S. M. Survey May 
10, 1959 



POPULATION 2,946,600 

INCOMES $3,584,180,000 

RETAIL SALES. . .$2,387,606,000 
HOUSEHOLDS 751,900 

Represented Nationally by 
WEED TELEVISION CORP. 



CHANNEL 4 

WFBC-TV 

GREENVILLE, S. C. 
NBC NETWORK 



RADIO AfflLIATt THfc PltDMONT GROUP" 
WFBC - GREENVILLt WORD - SPARTANBURG 



49th & MADISON 

{Cont'd from page II I 
of-town salesmen head straight for 
tin* Hank of America instead of its 
aeh e*rlising agenc\. . . , 

Sce-ms tliat )e>ur fi\e*-ctl\ director) 
-a piece I remember fondly from 
ni) own ^cl 1 in«i days — li*t> the Hank 
of \mei ica in San Francisco. l>ut 
makes no mention of its agency. 

Arthur Saw\er 
media director 
Joluiion tt* Lewis 
San Francisco 

• Header Sa*% > er m itl 1m* pleaded 0> kimu that 
it nev» 1 V."i M-60 .">-( it j Din-el ory is in tin* v* orU- 
ami u il 1 1N< John --on /C- Leu 

Spot radio 

^ onr recent articles on the state of 
the radio indimn -i.e., "Radio 
Deserves a Spanking". "Radio Spot 
Paperwork Jungle'". ">ro\soirs 500 
Million Dollar Plan for Spot Radio'*, 
etc.— have heen hoth stimulating and 
informative*. There is no doubt that 
the} will induce some soul-searching 
thoughts inside the radio industry. 

Unfortunately, there has been loo 
mueh of a "let's wait and see what 
happens"* attitude* w it bin tin* indus- 
try, oven though some organizations 
and stations have instigated sound 
move* in ihe right direction. 

Each individual connected in ain 
w ay \\ ith radio management, sah*s. 
programing, etc.. has a tremendous 
responsibility to the radio indusln 
as a whole. Each in bis own way can 
and should contribute something 
sound today so radio will be even 
better tomorrow. 

W illiam T. Ilealon 
mgr., Chicago office 
Daren F. M vCavren Corp. 

Still same agency 

We have noted that the following ap- 
pears under the heading ""Other Age*n- 
e\ Appointments'* on page 66 of the 
2r> \pril. issue* of sponsor: 

"Oscar MaVer \ Co.. from W herry. 

Baker \ Tilden. to Clinton E. 

Frank. Chicago . . ." 
I 1 or ^our information we slill en- 
gage* W herry. Baker & Tilden as onr 
aelvertisiug ag(*ne*\ iiuel we* ha\e no 
plans to change our arrangement 
with them. We \u\\c no aehertising 
agenr\ arraiigemeni w itb Clinton E. 
Frank. Inc. 

Win. B. Walrath. Jr. 
adv. mgr.. Oscar Mayer 
Madison, U isc. 

• ^I'oNsoit torr»tt»tl thU item in llie Wrap- 
I \> "t-t 1 1 <* ■ ■ in 2 M;i> . 



WCTV 



Solves 



Another Problem 

for a timebitypr 




Je»e* couldn't spend his budget 
in majetr markets. 




There just weien"t enough top 
availabilities. 




Take a look, said Blair TV 
\ssoctate*s. at markets such as 
WCTV. Ge-I tremeneleius buys. 




Joe- femnd 1 22.0JU) homes, large- 
ly nnduplieateel (M,S~H). 




and nobody can knock his cejsl- 
per*thoiisanel . . . e>r his ee>st- 



pe*r-sale* . . . or 
with the client. 

WCTV 



>tandi 



T.tllahasififC 
Thnm;t*t i 1 1 c* 



for North Fla. an el South Ca. 

John II, Phtpp* 
llroadi aslhig Stations 
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No wonder in Memphis 
they say "There's more 
to ^e<_ on Channel .')." 
WHET -TV's combina- 
tion of the finest local 
programming and the 
[Treat shows of the CBS 
Teli vision network de- 
liver the greatest au- 
licnee in the Mid-South 
area. See your Katz man 
soon. 



Channel 3 is First 
By All Surveys 

Here are the latest Memphis Surveys showing leads in 
competitively-rated quarter hours, sign-on to sign-off, 
Sundav thru Saturday: 



WREC-TV 
Sta. R. 
Sta. C 



A.R.B. 

Jon. 12. Feb. 8 59 
(Metro Areo) 

110 
57 



Pulse 

Feb. '59 
(Metro Areo) 

251 

109 
19 



Nielsen 

Dec. 7-Jon. 10 '59 
(Stotion Areo) 

259 
71 
81 




WREC-TV 

Channel 3 Memphis 



Represented Nationally by the Katz Agency 
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PARTI-DAY SALES IN 6 MARKET AREA 

OCT. 15 NOV. 15 DEC. 15 JAN, 15 FEB. t5 MARCH 15 APRIL 15 



3600 




GREEN BAY 



MILWAUKEE 



LOUISVILLE 



PHOENIX 



Film's on tin* chart nrf for Parti- Day nine vhoV^nh* shiiimrrl 1 * 1 ."> (Mol^r l ( .».">S-~ I ,"> April 1 *> *>r> . Of ihr fo'ir 
markets shown, only (Irren Bay received a<lvf rtisiusx support thiv'mz \hv 2t)v. ( -k p^-rmtl of thv davtimc \\ l> t 



IWAS THIS TV TEST A SUCCESS? 



^ Parti-Day Toppings, using 10 daytime minute spots 
'per Meek, sol<I 13,320 cases in 26 weeks in Green Kay 

^ But some marketing men criticize test as lacking 
research plan, f olio w-tli rough and sales significance 



WBW-TV 



was 



a major factor 



H 



ow do \on judge n tv nales te^t? 
If you're a keen-eyed marketing, 
nedia. or agency account man who 
ikes to figure test plans. sales eor*l.« 
nul atl\ ertising effectiveness with a 
|harp-pointed pencil. \ou*ll be inter- 
ested in the controversy that's hoil- 
ng up over the SPONSoK-reported 
pmi-Da\ Tot of dav tv in Green 
3av. W isconsm. 



Was it a siiece.— •? Did it reall) 
prove ain thing? 

Hoth Parti-Da) and it> agency, 
I )" \rc\ '> ( hieago of lire. sn\ "\ e*." 
The) cite thcM* fact?; 

• In 26 weeks. Parti-Da\ "s sched- 
ule of da\ tv spots sold 13.320 cases, 
far outstripping larger, hut unadver- 
tised markets. (See chart above. ) 

• Tin* I 'arti- 1 )a\ schedule o\ er 



raising grocers distribution from le>- 
than ]()* r before the tot -tailed, to 
oxer within a few weeks. 

• The test taught both ngene\ and 
client important ad\ ertising lessun> 
particularl) the use of li\e-local an- 
nouncers, the value of one-ininnte. 
rather than shorter -pot-, and -ehed- 
nling within children's and women * 
show ^. 

On the other hand, a number of ex- 
perienced marketing men with whom 
seoNsOU has talked, ini hiding one 
prominent Parti-Da) competitor d< n\ 
that the test had an\ important si_ 
nificance. Phe\ sa\ : 

• Parti-Da) mereh pr«»\ rd that 
teles ision can sell tuoi cr\ product*- 
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TEST INCREASED RETAIL DISTRIBUTION. Before Parti-Day LOCAL-LIVE ANNOUNCER PROVED BEST SALESMAN. Both 
started its schedule of day tv spots in the Green Bay marlcet, it had Parti-Day and D'Arcy say commercials delivered live by Russ Widoe 
less than 10% distribution in grocery outlets. Test upped this to 90% of V/BAY-TV showed up stronger than previous film treatments 



and *V\ en bods know that alreads.* 

• bales result? are ineoiielus'n e, 
siiuv the\ art* not related to control 
points, or other tot market pattern?. 

• 1 here was inadequate consumer 
arid retail research to support Mich 
a te>t. 

• Parti-I)a\ seems to have devel- 
oped no important future sale? plan?? 
as a result of its tost experience. One 
^ah> \ .p. told sponsor "'This proved 
lo he a te>t of a company not of tv, 
or a station, or a broker, or e\ en an 
aiM'iirs .* 

Hefore making up your own mind 
ahout the justification or lack of it 
in theM* critu ism*. \ou*ll want cer- 
tain Parti-Da) facts such as these; 

The product. Parti-Da) topping 
aie new spc< ialt\ products in llie 
groeen field. Introduced last spring. 
lhe\ (uine in four fhnor* chocolate, 
fudge, marshmallow and butterscotch. 
I he\ ai e used as toppings on ice 
cream, ami other desserts, as an in- 
gredient in cocoa, and a fla\oririg for 
milk. 

Parti-Da) chief competitors in 
(rreen P>a\ aie lleishe\. Smuckors. 
Topps. Sifcis. Onl\ Si for- i* aero-ol- 
packed I'm the chocolate flavor!. 

Paili-I)a\ M*IK at wholesale for 
v l.7~ pei enM* of 12. and is gem-rally 
priced at r< tail at I'V. 



Sales history. Parti-Day had been 
in the Green Has market for six 
months before the start of the day tv 
test. Between 1.1 \pril and lo Octo- 
ber, 195b 1 it had racked up sales ol 
3. 1 15 cases ( w holesale ) . Sales for 
the mouth preceding the test were 
713 cases. 

The Green Hay (est pattern. Parti- 
Das s test involved the use of 10 one- 
minute spots weekl) over WHAY-TY 
Green Pas . 

1 he station server an oO-mile area 
around Green Pay in W isconsin and 
upper M ichigan. 1 n this area there 
are 395.3H0 tv homes out of 171.700 
total homes I Nielsen figures), and II 
wholesale distributor points. 

Pa r t i - Da \ announcements oxer 
\YI! \ Y-TV were scheduled in three 
children's programs, one farm and 
home program and one women s pro- 
gram during each week. 

\ll announcements were li\e. one- 
minute commercials deli\ ered b\ 
Puss W idoe. W P> \^ -TV announcer 
persoualil) . I Parti- Da) annouiu c- 
ments in other markets had been on 
film and had included 10- and 20-soc- 
ond spots not used in Gieen l>a\.i 

Parti-Day dish i but ion. lie fore the 
-tart of the da\ t\ te^t Parti-Da) had 
les^ than 1 0 r ' grocei v distribution 
in the Green Has area. 



W ithin a month after the start of 
its tv schedule Parti-Day had 100 r ? \ 
distribution in the major chains, 
supermarkets and other grocer) out- 
lets which do 90 r ; of the food vol- 
ume in the area. 

Credit for this expansion in distri- 
bution must be given both to the 
news of the tot operation, and the 
energetic elTorN of Marvin How or. 
merchandising manager of Otto L. 
Knehn Co.. I *arti-Da\ "s Wi scon sin 
broker. station manager. Ilawln 
F.\ans and Robert Parker. Wl> \Y« ! 
T\ s merchandising manager. 

Sales record. Sales of Parti-Day 
(wholesale) for the first 15 da\s of 
the lest pei iod were 5">0 cases, and 
for the first month. 2.120. 

Thereafter. Parti-Da) continued to ■ 
roll in iinprcsshe fashion. Monthly 
totals showed 1.160 caM's on 15 Do- J 
e ember, 1.915 cases on 15 January, 
ami .'1.2 15 cases on 15 February. At 
this point Pent struck a sharp blow* 
at Parti- Da \ purchasing and sales I 
dropped to 1 .<>25 cases for the month, 
ending 1 5 March. 

Post - Le n t en bin ing. howe\ or. 
showed a health) upswing, and Parti- 
Da) finished the tost period with a 
strong 2,300 eases foi 1-15 April. 

Total sales for the 26-week test pe- 
riod weie 13.320 eases, oi more than 



2\\ 



spoNsoit • 9 m w 1959 



four time- the total for the si\ months 
preceding the test. 

Sales comparisons. During I his 
same* period l*arti-l)a\ sold 6.017 
cases in Milwaukee. 2. 1 01 cases in 
Lf>uis\ ille. 1 ..~>72 rases in I 'hoenix. 
In these markets llirre was no Parti- 
Da) advertising daring the test pe- 
riod, luil some newspaper and tv an* 
nonneeincnts had heen used prior to 
the test. 

As to sales b\ eonipetilors in the 
Green 15a \ market, no figures on 
these w ere secured In Parti* Da v. 
However, field men estimate that to- 
tal topping sales (all brands) were 
at least 5() r I higher during the test 
period than before the start of I'arli- 
Dav's Green Ba\ t\ schedule. 

Sales costs. With total sales of 
'13.320 eases in Green I Jay and an 
Advertising schedule of S9.9JH). Parti- 
Day's advertising costs per ease 1 were 
75c. This figures at approximate 
liVr of wholesale. \2 r '< of retail 
priees. 

seoNsoii has heen assured 1>\ a 



leading supermarket aulhoi it\ that 
these are highh satisfactory percent- 
ages for a specially grocery product. 

Test research . () u 1 y one p i ece of 
consumer research was done by l*arli- 
Da\ during the test period. This was 
a snr\e\ of 302 people in the city of 
Green liay. and covered brand aware- 
ness, use of toppings, and favorite 
brands. 

The research which was conducted 
approximate!} two months after the 
lest started showed that 61.3 of peo- 
ple had heard of Parti Day. and that 
7 1 .(>' ( of these traced their aware- 
ness of the product to l\ . Parti-Dav 
ranked second among "favorite top- 
pings." 

W hat the test taught Parti-Day. 
According to Robert J. Curry. Jr.. 
I )\\rcy account executive on 1 'arti- 
Dav. "eertain aspect of the test were 
very important. We proved the abil- 
ity of potent, properly scheduled tv 
program to move merchandise. We 
proved that a good t\ schedule, 
teamed up with a good broker can 



-ecnie distribution for a food pmd« 
net in a hum. Ktpmlly important, 
we diseo\eied the impoi lance of one- 
minute local commercial*. We defi- 
nite]) found that 10 and 2u second 
commercial* do not allow u- time for 
olll stoi\. 

"I Wed on what we learned in 
(iicen Bay. \%o are scheduling all our 
future Parti l)a\ t\ aclhilir* along 
these same Iriie^.*' 

Reactions jrtttn the hroher. Mars in 
Hotter, of Otto L kuehn Co.. Mil- 
waukee, in addition to pointing out 
that the test proved that "t\ can move 
merchandise through all channels of 
distribution to Mrs. Consumer.*' be- 
lie\esthat the Green Bay ventuie con- 
tains valuable lessons for "producer* 
of food products with limited adver- 
tising budgets.'* 

lie says. "The Parti Day te-t 
should gi\e them eonfnlenee. to go 
ahead with a t\ advertising cam- 
paign on a ma rkot-by - market basis. 
I w ish more advertisers would use 
( Please turn to patze 72 ) 



EDITORIAL 



Be careful of tv sales tests 



I lie arguments ami controversy provoked 
I>y the ]*a rti-Dny tv test should sene as a 
warning to admen, agencies and station men. 

It is clear from the facts and figures 
turned up at Green Hay. that tv as a medi- 
um, \VB AY-TV as the outlet, and Otto L. 
Kuehn Co. food brokers, did a good jol> at 
promoting a new brand of dessert toppings. 

Hut it is less than clear whether the Parti- 
Da} test produced enough new information 
or marketing guidance to justify the time, 
money, and eflort demoted to it. 

Any test, and particularly any test of 
the air media involving sales figures. 



should aim at new knowledge, not simply 
the eonflnnation of already established 
tacts. And h facts arc* changing. 

Four years ago. in the spring ol \ { )r>7) 
st'ONsoii reported, in full, a h sales test 
on 15&M Beans. At that time there 1 were 
still main skeptics who weren't convinced 
that tv ""could *ell a grocery product." 

Today even one knows that it can. \nd 
today*- tv sale- tests should he aimed at 
definite, in-depth information. 

lie fore \ou or y our clients plan am t\ 
sales te-t. he stir** you know what you will 
do with the iacts when \on uot them. 
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^ Donahue & Coe v. p. says 
that radio should ho solo! as 
today's 'newest' ad medium 



Its high time that radio stopped 
being so defensive, and began selling 
itself for what it is rather than what 
it was/* said Gerald T. Arthur, the 
new viet» president in charge of media 
at Donahue \ Cue. to the sponsor re- 
porter who trotted at his heels over 
two of tht 1 three floors the agency 
occupies at 1270 A\emie of the Amer- 
icas. Sometime* the interview was 
interrupted as Arthur darted into a 
confrere's office to answer a phone 
call that had somehow caught np with 
liiin, but he always got hack to the 
subject at hand radio. 

What radio was never quite came 
out in the interview, but what radio 
is, according to 83-year-ol d Arthur, 
is "advertising"* newest medium." 

Such a statement from a member 
of the generation of media men that 
has been accused of looking down 
its nose at the old audio while 
worshiping at the shrine of the new 
and glamorous \ ideo ma) eome as 
a surprise, but Arthur supplied the 
answer : 

"Certainly I can't claim to remem- 
ber the A&l* Gypsies and The Silver* 
Masked Tenor, lint in a wa\ this 
gi\ cs me the ad\antage of not being 
biased.** 

Arthur is cei tainh not biased in 
favor of ail) media: he has worked 
with them all. lie sees all media as 
the "watch-dog operation of business 
on a (la)-to-da) basis -an extension 
of industn." It was because of this 
and because he thinks deepK and ex- 
presses himself \oeati\el\ on hi* pet 
subject of communications that spon- 
sor asked for bis \iews on radio. 

Here is how he justified his state- 
ment that radio is a "new" medium! 

"Aetnalh. it was the quickness of 
television's onslaught that turned 
radio into a brand new medium. 
Overnight, advertising was handed a 
tool of tremendous niobilih. What 
other medium can so effect iv eh fol- 
low an ath ei tiserV prospects about 



sponsor • 9 mvy 1059 



where\er tlitn go whether it's to the 
beach, the local shopping center, or 
across the continent ? 

"Media is reflected in the market 
place." he went on, "hnt tin* market 
place has heen changing and radio 
has fit right into the change. It is the 
most thorough!) researched of all 
media and the research lias proved 
its new ness. Magazine* and news- 
papers are being rend in the tradi- 
tional fashion; t\ is \rewed in a 
fairl) established pattern; hnt radio 
is listened to in an entire!) new way. 
Because of this and because of the 
frequency that radio can delher — it 
can do a lot more than sell products. 
It can be used to change the image of 
a eompan). to change the habits of 
of a consumer. 

''And in spite of this.'* \rlhnr went 
on. three stop-off* and two phone 
eall> later, "the people who sell radio 
ha\e run seared. With a brand new. 
vital medium, the) have become de- 
fensive. The\\e cut prices and made 
deals." 

The fetish for "prime time"" is a 
dart in Arthur's target. "Radio." lie 
said, "seems to be selling only what's 
eas\ to sell. Research has proved 
there are listeners all around radio's 
clock." \t nighttime, he points out. 
radio attracts a higher socio-economic 



audience le\ol. The resurgence of fm 
is an example. \> the da\ time audi- 
ence that has followed "the top 10" 
shows on radio deserts that medium 
for t\. a different audience switches 
to hi-fi concerts and classical music 
on radio. 

"The sellers of radio ha\e got to 
slop acting ashamed of their new 
medium and its potentials." >a\s 
\rtltur. "\\ hat s more, thex're o\er- 
looking a lot of new ad\ ei Users. Do 
\ou realize that of the rough!) 2.100 
national ad\erlisors« 1.500 are using 
print exclush el) 

The approach to these new pros- 
pects man) with limited budgets 
will take a lot of thinking. One thing 
the) are looking for is a way to ghe 
an ad\ ertising campaign longo\ it) : 
radio can do tins through its abrlit) 
to snppl) top merchandising, such as 
point-of-sale tie-ins or cementing 
dealer-eompam relations through 
sales meetings. 

\nother thing that radio must do 
I \rthnr figures it is present!) selling 
onh one-half what it could I is to 
steal a page from the newspapers and 
sell a Inner on the worth of the mar- 
ket before it tries to >ell the station. 

\s for programing. Arthurs con- 
tention is that the radio listener cares 
onl\ about what he hears not about 



what station he U timed to. So it's 
up to (Ire stations to project their 
o\erhead to siipph sin It fan* ami the 
ad\erti>er to underwrite it. 

One thing he made clear: There's 
no use looking at radio through the 
e\es of ii mathematician. In future 
lies in programing strength and the 
w u\ that client.- apph it not in 
shuflling number*- around. 

That a free-w lieeling thinker like 
Jei r\ \i thin should ha \ e come to 
I )onahue \ ( oe w as perhaps inc\ i- 
table. This agent \. which dates back 
to l ( )2(*J I billings then \ncic >\:M).- 
000 K i- it> t If a prett) free->t\lc oper- 
ation. Its thinking is well rellec ted in 
the words of Waller Weir. o\eciiti\e 
\ ice president, w ho>e organization 
joined l)\C in 10.11 : 

"We belie\e a<h ertising is ino>t 
fruitful when it is most helpful to Un- 
people to whom it is addressed. We 
belie\e the onl) wa\ a compam can 
meet its objecthes is b\ convincing 
the people with whom it hope- to do 
business that it can be-t help them 
meet their object i \ es and we I »r- 
lie\e \our* advertising must help 
build this conviction. ...We cannot 
offer more than the client himself is 
read) and able to offer/* il)M* to- 
day bills in excess of S30 million, 
i Please turn to pa tie 72 I 



D&C GROCERY PRODUCTS division hear Arthur's views on radio techniques. (L to r) Fred Nablcey, Tri-Nut Margarine a e; Orville Chase, 
Bosco a ^e; Don West, v. p.; Arthur; Walter Weir, exec v. p.; William Berech, Kasco a e. "Radio sellers are too defensive." says Arthur 



Spot tv 



HOW COLOR TV HAS GROWN IN25 YEARS 

1958 1957 1956 1955 1954 

IN PROGRAMING 

(number of hours 

aired by NBC) 668 647 486 216 68 

JN STATIONS 

(number of NBC color- 

equipped affiliates) 154 136 106 91 22 



COLOR TELEVISION now reaches 435,000 families after a five-year growth in which 
it rose to 668 program hours of colorcasts last year on NBC, 154 NBC color-equipped 
affiliated stations. Color motion pictures totaled only 500 hours in 1956, 1957 



COLOR TV'S LATEST HUES 
ARE STEADILY BRIGHTER 



F^oi the past five year*. the inriu*- 
tr\ has been hearing a good deal 
about color television without c^xiM'tl \ 
being ov erpowei ed l>v il. On tin* 
other hand, there'* hern a stead) mi- 
dci neath-it-all progress in measurable 
directions. Here's the situation to- 
<la\ in teruij' of those involved: 

• I ieicers, who bought I">5,000 
color sets in a market with a potential 
of 7">O.000 to one million at current 
prices, according to color* s founder. 

nt: a. 

• Station operators, who have 
equipped ">()() outlets to handle color- 
casts i 100 outlets can originate them 
mi that an estimated 97 ( '< of the \ icw - 
ing public is in range of color tv i . 

• Advertisers. of whom are cur- 
rent!) *pon?Mtrin» color show's on the 
NBC TV network with Kraft Foods 
in the Vanguard. It has signed for 
f>f> hour-long Perry Conw shows to 
he aired in coloi over the ne\t two 

V < «Jl S. 

• Ser vice people. 121.000 of whom 
ha\e been Color-trained in mass pro- 
duction >Wetns. Tins has brought the 
price of iin annual ser\ ice con tract 
dosvn to f 09.^0 from the ? \ I9.r>0 of 
five years ago: ineaiitiine. a color tv 
set average- onh 2..") service ealN 
within 00 da\> of installation \ s. two 
for a black-and-white model. 

• Ciitics* 07'/ of whom in a re- 
cent Hi \ surv e) tagged themselves 
lis "enthusiastic"' about tin 1 actualih 



as well as the potential of color re- 
ception. 

• \etuork operators, spearheaded 
bv ABC. who last vcar aired 6(>o 
hours of color I this compares w ith 
onlv oOO hours of color motion pic- 
tures distributed in the I . 5. during 
36 and \">7 I . 

• Retailers, who like the price 
drop from $1-000 (for a 1 o-ineh set 
five vears ago) to the current $40.1 
I for a 21-inch model) and an easv- 
payment sv stein as low as 30c a week. 

• Programers. who plan heav v iwe 
of tv tapo because it allows for nio- 
l>ilit\ and uiiiforiu national schedules 
and adds onh some .V « to 10 r < to 
production costs contrasted with the 
20' r to 2.V , required for color film. 

Despite this interest in color on all 
fronts, most advertisers and agencies 
still maintain a wait-and-see attitude. 
Relatively few are filming commer- 
cials in color because the) don t see 
a mass audience developing fast 
enough to warrant extra expense. 

But clients, particnlarlv in product 
lines which relv heavily on color for 
brand identification or for enhancing 
of appeal, are eager to see color move 
into big-figure circulations. Tv pieal 
of an advertiser's enthusiasm is that 
of John Platl. advertising manager of 
Kraft, who Says "When there is color 
in even home we'll send out bibs to 
viewers to use when watching onr 
commercial*.** ^ 



^ Novelty item spins out 
of St. Louis into 34 spot 
markets via 15 tv stations 

^Suessing what w ill tickle the fancy 
of the public is a treacherous busi- 
ness and a risk) one. 

Oddities like the beanie, the coon- 
ski u eap- and the hula hoop dared 
up. prospered brieflv. and vanished. 
Offbeat foods- like yogurt and pizza 
pies— started half-jokinglv . then grew 
into stable acceptance. Intricate card 
games — among them contract bridge 
-rated bv the experts as fit onh for 
Kirislein. have become landslide suc- 
cesses. ^ ou never can tell. 

\ov\ come two marketing con- 
sultants v\ ith an outright nov eltv 
I the \\ hirlev -Whirler ) w ho sav 
there's no point in guessing about 
such things at all. The simple answer 
is to promote vonr wav to success. 




DOODLING USE of Whirley is demonstrat- 
ed by item's inventor-marketer John Hyatt 



SPONSION • 9 MAY 1939 



puts 3.5 million whirleys in orbit 




FORCING A FAD, marketers Hyatt and Westhei mer lifted Whirley Whirier out of toy class, gave retailers an item to ride in walce of hula hoop 



John H\att and Lour? We*lheimer 
have done just that by snowing the 
public under a well-calculated tv 
barrage. 

Result: there are about three and 
a half million saueer-like dise> 
whirling away atop baton >tick> in 
34 markets, which fanned out from 
St. Louis like the >pokes of a wheel. 
"The item sold so fast." sax.- \\ hi r- 
lex's inxentor John Hyatt, '"that we 
no sooner oj)ened one market than it 
had paid the wax for the next.'' 

How was this landslide reaction ac- 
complished? Westhei mer and Hyatt 
placed a few Whirleys in St. Louis 
department stores la*t fall and noted 
that whenever the action tox was 
demonstrated, it sold immediately. 
When it was left on the counter, it 
became just another toy. 

If demonstrators could sell Whir- 
leys, reasoned the i tern's marketers, 
so could television. Seven markets 



xvere selected for a November test, 
ami a 60->econd demonstration com- 
mercial was filmed. It was slotted in 
and around kid shoxs? ou three St. 
Loui> stations; KMOX-TV. KSD-TV. 
KTVL 

\ :»ales pickup enabled llxatt and 
W estheimer to enter six more mar- 
ked as planned. Jobber? w ere ob- 
tained on the strength of t\ cam- 
paigns outlined for Los \ngeles Ion 
KHJ-TV. KTLA ) . San Franei*eo 
(KGO-TV. KFLK). Tacoma i KT\T- 
TVL Dallas (WTWTV). Cleveland 
<KY\V-TV). ami Pitt-burgh 
iWTAL). The spots were also made 
available to jobbers for their individ- 
ual use. 

Fixe to 10 spots per week per mar- 
ket were the rule, saxs llxatt. usually 
10. 1 he plan was to run these cam- 
paigns* from -ix to eight weeks, or 
through Christina.-, .-pending between 
S1.000 and S1.500 in the larger mar- 



kets. le>- in tin 1 smaller area-. 

React ion to the \\ hirh \ in tin* 
seven test markets showed the part- 
ners that they had a good thing, but 
a perishable thing, on their hands if 
they expended all their efforts on a 
Christma> push. "In the fir>t place." 
explain* Westheimer. "we knew that 
a tox selling for onlx S 1 . 10 w oiild 
haxe little interest to retailor^ before 
Ckri-tma>." 

"Kven more important." >a\ - 
llxatt. "the kind of telex ishm lime 
we needed kid show participation:* 
and adjacencies wa< pretU well s-dd 
out or glutted with tox item.-." 

So e\en the December placement- 
were in the nature of a te>t. the added 
spoke?* being determined bx the -ale- 
in tin* markets then going. In thi- 
way. \\ htrlex wa> able to add ju-t 
prior to Christina**: Denxcr KLZ- 
TV), Detroit I W\VZ-T\ K San 
I Please turn to page 72 
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SOMETIMES YOU 

HAVE TO SAY 
'NO' TO A CLIENT 



^ OHM's senior v.p. James J. McCaffrey says media 
problems often call for definite hut palatable 6 Noes" 

^ Here are specific radio/tv situations which require 
firm agency handling three steps in dealing with them 



James J. McCaffrey, who holds an 
important job in an important agency 
senior v.p. at Ogilvy, Benson & 
Mather. \eiv York— has a distin- 
guished media history which pre- 
ceded his concentration on account 
management and supervision t cur- 
rently. 10 accounts) . He joined OBM 
in 1 { )r>2 as in ed ia d ireetor ( until 
1957) after eight years in Young & 
Hubicam media departments, a year 
at Anderson & Cairn as director of 
media. I/e has specific points of view 
about an agency's need to say l \\o ' 
to clients. But. as the pictures show, 
he believes agency men in these "nay- 
saying" agreements must be sincere* 
friendly, and above all human. 




STEP NO. 1 IN SAYING "NO" TO A CLIENT: a sincere, hard-sell stand-up approach By Jim McCaffrey, Ogilvy, Benson & Mather 



by James J. McCaffrey 

l'\e i> ft t *n foil that one of 1 1 10 most 
dilln nit lessons for an \ our in t lie 
agene\ business lo learn is when 
ami how to >a\ "\o" to a client. 

One of the reasons for this is ob- 
vious. It eusier particularly in I In* 
rase of a M long-minded client, lo ac- 
cede to hU demand:* oi ^uggeslion>. 
\flei \on\c hern around this biiH- 
i\c^< for aw bile. \ on M-e rnnch v\ i- 



denee of (hi**. Some agent ies. 1 think, 
emphasize the service nature of our 
business to such a decree that the 
thought of ])i'o\ iding a elient with 
leadership has never e\ en occurred 
to them. And the\ think the idea of 
arguing against a client s point of 
\ ieu in a ghen situation is ullei 1\ 
appalling. 

1 take the Mand that this i> a bc- 
tra\al of an agency V true function in 
the scheme (tf things. \nd 1 further 



believe that the intelligent, far-sighted 
advertiser and the\ are in the ma- 
jority doesn't like it. Becoming a 
( -limine "yes man" or "yes agency" 
is a good wav to lose 1 a job. a busi- 
ness and respect. 

I'm not a i guing hen 1 for sheer 
stubbornness, or foi being negative 
for its own sake. I'm merely saying 
that the word "\o" in onr business 
is a most important one. and that it s 
used too infretpientk . 
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It > often a diliieult — but honest- 
I answer. 1 think the agency ha> a 
I large share of the responsibility for 
I differentiating between right and 
wrong for our clients* in matters re- 
lating to the work we do for theui. 
And it*> a good word to use when 
the occasion arises. strictly from the 
point of \ iew of self-interest. It s 
what the intelligent client expects, 
and if he doe>n"t get it where he is 
now. he'll find it -ome place el>e. 
Of course, some clients literally 
1 don't like to he told "No" under any 
circumstances, regardless of all the 
J >ound arguments about it being for 
'their own good. Such clients would 
probably ne\er dream of debating the 
nature of a personal illness with their 
physician*, nor a point of law with 
their attorneys. But ad\ertising i> 
>omething eUe again. For one rea- 
son or another, they're much le>> 
likely to accept the advice of experts 
in this direction. \\ bile thi> attitude 
creates an obstacle, I believe it's bv 
no means insurmountable. 

>o much for why an agenev ought 
to say "No to a client on occasion. 



\ ow. w hat about the q motion of 
when thi< ought to be done. 

1 think, at the ri>k of over-simplify • 
ing the problem, that there are two 
main occasions FirM. when a client 
i> pressing to take a line of action 
which, in the considered opinion of 
the agenc\ . will ]>ro\ e injurious to 
the client himself and to hi> organi- 
zation. 

For example, one of onr client'* re- 
cently decided, w ithont pic\ ion>l\ 
consulting n>. to market, on a nation- 
al basi> from the outlet, an exciting 
new product, on which production 
and w ill be. limited for a rather 
lengthy period of time. 

We attacked tln> theM^ a^ unbound, 
on the premise that the\ were waiting 
the elTect of a new product introduc- 
tion which could coneehably re\olu- 
tioiiize their entire business. We of- 
fered, as an alternate e. a dilTerent 
proposal, which was based on con- 
centrating the awiilable product with- 
in a relatbely narrow distribution 
aiea. 

\\ hile at fir>t our recommendation 
i Please turn to page -lot 



STEP NO. 2: As the argument 
waxes warmer, McCaffrey settles 
down to debating in the comfort 
of a sit-down position. Coffee-ta- 
ble informality follows more rigid 
over-the-deslt stance and softens 
the client for the final hard sell 



STEP NO. 3: McCaffrey mates 
the client liVe the 'No' which he 
got as an answer. But by this 
time the agency man looVs har- 
assed and tie-mussed as they 
shaVe hands in amicable parting 
at conference room door. Moral: 
mutual compromise, mutual gain 
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'SUPERMARKET' auto repair operations (lilce Fairbanks Motors in the Bronx) are switching to radio/tv for quick volume they are geared to 



Radio at 8:04 a.m. — sales at 8:10 



^ Bronx assembly-line auto repair shop gets big starl 
on day's work with spots aimed at motorist in his ear 

^ Fairbanks gets 25% business inerease from switch to 
radio, is one of many operations turning to air media 



TThe\ nil ;i 1 1 oul u^ing news- 
papers then *diifl to indio and lv."" 

\nllior of ibis Matement Mike 
\hruxese. nu nor of n jimw ing new 
1 > r< -< -* 1 of scr\ ice establishment^ i 1 1 e* 
Mipmnni ket anlo repair operation. 
I lis establishment ( 1 airbank^ \lo- 
tors I \> located in I In* Bronx, New 
^ ork. and tin* leasoin for his sweep- 
wvi irmai ks ai* 1 -impl\ the>e: 

* 1 \ The mosl sensitive time lo ap- 
peal to a fellow In <:cl his ear fixed is 
v\ bile lie in it. 

(2t Radio can hit him al thai 
eiilical nioinenl often ami cheaply. 

In a mmisc. \hin/eses experience 
beni< out in a local wav a piece of 
pliilo.MipIn publicized on a national 
M'alo alionl a year ago h\ \1>0 Hu- 
dio*^ Matthew J. (mlligan. ll^ iz'\>i: 



Often ihe lime lo get lhc biggeM com. 
inercial impact on listeners is when 
ihcir personal aeiivilv interlaces with 
lhc product that's being ])lngged. 

\bnuese. llirongh Gollis \dverlis- 
in^. bins **ix spot*, per dav in prime 
morning and e\ening driving hours, 
Thov van in length i 10. *>0. 60 see- 
oiid>t. and the nub of lhc menage is 
fom-hour service (if yon re in a hnr- 
rv 6.000 mile pnainnlee. firm price 
quote, credil. pi ice \ nine?. Because 
of tin Fairbanks local ion. I he spols 
are aimed at Xegro moiorisis \ia 
\\ 1.1 II. \cw York. 

W ithin mx minntes of ihe 00-see- 
ond connnereial al tt:01> a.m.. Abiu- 
/(N 1 expects two to three cars in I In* 
d) i\ ew nv of bis repair shop. Some 
mornings, he vepoi [<. it's a veritable 



lineup, in fact, this business tempo 
has become so standard by now that 
Ahru/ese is banking on opening two 
more outlets, one in downtown Man- 
hattan, ihe other in W hile Plain,*. All 



t old. his bnsine: 



up 



in 



the 



fine nionlh> lhal be has been using 
this strategy. 

"For me." he >avs flatly, ''radio 
outsells newspapers three to one. 
Win didn't these people get to me 
sooner? If ihey had. I'd be a lot 
biggei right now." 

lieporiedh . Fairbanks Motors is 
the largest "supermarket" type auto 
repair operalion in the Fast. It main- 
mins a read) slock of 'AM) transmis- 
sion and motor parls for e\er\ car 
maim factnred since 1050. \ stafT of 
t \r*. headed b\ \bruze>e's son Tom. 
turns out a rebuilt motor for under 
£200. an automatic transmission ic- 
seal for under $2o. 

Lon"> Oarage, with eleven loca- 
tions, lend* the pack on the West 
Coast. BeM lie-Manufacturing in Los 
\ngelos and llairv llartlov in Texas 
are other volume icpniv operations. 
I Please tuui to page V) I 
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WHAT 



DMEN TALK 
ABOUT— 



PRIVA 



^Z 7 



^ SPONSORS, vhwk cm the 
recent behiinl-the-seenes dis- 
cussions at 4A"s ami else- 
where reveals some surprises 



^%nvone who thinks that tup-rank- 
ing a«ene\ men. when the\ act to- 
gether for private intra-niural eon- 
fahs. talk nothing hut profits the 
Fre\ Keport. the l.V r commission 
and unreasonable >er\ ire demand.- bv 
clients, would have been startled to 
eavesdrop on some of the recent con- 
\ersations and closed serious of the 
LVs Convention at White Sulphur 
Springs. 

sponsor talked personal!} with 
nearly 100 aszenex and ad\ertiser 
guests at the Creenbrier (the meeting 
attracted o\er 700) and in the pa>t 
two weeks has been cheeking its im- 
pressions with high echelon admen in 
*\e\\* York and Chicago. 

Here are some significant, but 
largely unreported highlights of the 
meeting: 

• A substantial number of I \ 
member? are genuinely concerned 
over the present Mate of agency-media 
relations, and planning immediate 
steps to iinpro\e understanding with 
media owners, station representative*, 
networks, and industry salesmen who. 
say the agencies "built the bou-e we 
li\ e in." 

• Most top agency men (20 out of 
2o) believe that t\ will continue to in- 
crease in importance in the advertis- 




BIGGEST I NTRA-MURAL AGENCY TALKFEST drew, among others, to the an- 
nua! 4A's meeting at White Sulphur Springs: (Above) C. T. Birch, v. p. D-F-S, Bryan 
Houston; (Below) Dan Danforth, chairman BBDO, F. Strother Cary, v. p. Leo Burnett 
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BOX SCORE ON AIR MEDIA FUTURE 

// tthin the past two wreks spoNhoit has interviewed 2.~> agency heads, exec, 
v.p.s. and tup -ranking advertising direr tors about the future outlook for 
rudu* and ti . Here is a quit h box-score .sum man of what they're saying. 



1 
2 

3 

4 



(leiwrul Huxiness* r l\\ent\ out of 23 look for inrrease* 
over 1958; eighteen say radio/tv will get greater % 
of total agene> hillings this year; seven sa\ same 9c 



Tv sftvrittls and tv spot are two most talked ahont t\ 
subject*, Ten executives mentioned need for good net 
specials; 12 see expansion in marketd)V-inarket spots 



M here rudio stttiuls* \ntoinothe« oil. tobacco men (6) 
still strong for spot radio. Package goods, others 
(19) say radio is **negleeted"* hut expert little ehange 



Highest ttir meditt hetttlaehes* Eight said time avnilnhili- 
ties; 10. program availabilities. Most (22) feel better 
radio/tv commercials are a major air media problem 



in- | nt t in ( . Vnii they say the rate of 
ini lease will not be as spectacular a< 
it has in recent years. \nd there 
-ome feeling that this is a good tiling 
"We mustn't get lop-heav v in t\."i 

* Despite this caution, there is a 
noticeable undercurrent of dissatis- 
faction with tin 1 I W Program Com- 
mittee wh'ie.h allowed the print media 
lo dominate the Convention Calendar. 

* The use. rather than the mere 
//o/Ve of media was emphasized in 

most ( on \ en I ion discussion. \ ma- 
joiit\ of agene\ men regard costs a> 
|e^* important than eominereials and 
1 1 1 < need for ineroased ereath encss. 

* Tv w as w ell represented at t he 
meeting ( T\B held its hoard of l)i- 
i e« tors meeting at the Creenbrier dur- 
ing tlx ( on\ eutiou I lull invited 
-Mie^t- fi tiiii magazines, supplements 
.i ml newspapers outnumbered those 
from air media almost three to one. 
i lit 1 theie was a startling lark of rep- 
i c-entation fmin 1 In* radio indnslrv. 

The dosed session panel discussion 
n media relations, led 1m liXIS presi- 
dent Robert K. Lnsk. on the othei 
hand. ])ro\oked a good deal of post- 
meeting corridor coin ei sal ions. I nsk 



spoke on "How can we gel mure of 
our own people to appreciate the im- 
portance of good relations with me- 
dia? * and played a number of taped 
interviews, illustrating typical media 
salesmen's complaints. 

sponsor, checking with agenc\ men 
who attended this session found them 
genuineh disturbed over the careless- 
ness, disconi tes) . and thoughtless- 
ness w hich ha\ e crept into agenc\ 
handling of media in recent veais. 

\ spokesman for ^ \R. w hich 
schedules 06.000 media department 
interviews a \ear, said that media 
relations are a "continuing problem," 1 
and outlined new* steps which this 
multi-million dollar agency is taking 
hupi o\ c agenev media contact 
^mallei agencies appaientK arc 
ecjnalh coin ci ned. \\ . S. Redpnth. 
exec \ .p. of ketehuim Mat 1 .eod \ 
Cro\e. told sPONsnic he had been 
"shocked" to diseo\ er certain prac- 
tices within liis own agenev which 
worked against good media lelalions. 
and felt that all agencies needed to 
take a fn>h look at their treatment of 
tv. radio, and print representative*. 

The position and fntni e of tv. 



within the agenev business received a 
good deal of comment in the corri- 
dors and halls of the Greenbrier, 
though there was little about it on the 
official program. (See box at left.) 

Most significant to sponsor was the 
fact that a number of agenev men. 
though admitting the power and im- 
portance of tv as tin 1 No. 1 national 
advertising medium, still fell that it 
was dangerous for an agene\ to get 
"too one-sided* in its media use. "Tv 
will grow with us." say W. L. Spen- 
cer, v.p. of Gardner Advertising, "but 
1 hope it doesn't grow too fast." "It's 
a mistake to get know u as a one- 
medium agenev ." said \ohled)ury 
president W . S. Graham. 

I ndouhtedh some of this caution 
about media onc-sidedness was in the 
minds of the IW Program Commit- 
tee, when tlun scheduled a full morn- 
ing ! nearlv 50' J of the open meeting 
prograuO for a presentation b\ .An- 
drew lleiskell and 12 Time-Life men 
on the "'Revolution in Rising Expec- 
tations." Another print media man. 
\rthur II. "Red" Motlley of Parade 
was the featured speaker at the an- 
nual 1A dinner. 

Such loading of the diee in favor 
of print did not go unnoticed, how- 
ex er, and sponsor heard a lot of 
grumbling both from media guests, 
and from agency members about the 
Time-Life effort. ""bet's cut out all 
this Cloud Seven stulT. v said one 
V \ . agene\ president. \nd there 
was a fieqnenllv ex pieced feelimr 
that ''either NBC or CAM News could 
have done as well or belter.'* 

'1 hough t\ was largeh unrepresent- 
ed on the program. Tv cocktail 
partj on the last da\ on the Conven- 
tion was well attended bv agencv ex- 
ecutives, and the aw ard \s inning t\ 
Commercials of the \rt Directors 
( lnb of New ^ oik. and films from 
\ eniee Film Kestiv'al were gi\en fi \ e 
separate showings. (See Commercial 
Commentary page 10. » 

\linosi tolallv unnoticed, however, 
in both com cut ion discussions and 
corridor conversations was radio, na- 
tional ad \ el lisingV No. 1 medium. 
Kadio men at \\ bile Sulphur includ- 
ed Arthur Hull I laves. John Karol of 
CBS Radio, and K. J. I)e Gray of 
\I>C Radio. But thev were far out- 
numbered by magazine, newspaper — 
even outdoor representatives. ^ 
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39 net shows bite the dust — so far 



^ Evidence now indicates eurrenl season will murk up 
a 32% casualty rate 1 com pared w ith 28% la*t season 

^ Another highlight: Ratings lake second place* as ad- 
men seek pinpointed audiences, program compatahility 



W itli tin 1 network season coniina 
to a close, These an 1 among tin* high- 
lights: 

• The casuah) rate of all spon- 
sored show* that look to the air this 
season stand* at o2' < and may go 
higher. 

• \d\ertiser and agene\ personnel 
alike are heeoming more conscious of 
[he need to (It pinpoint audience 
composition more carefully (2) make 
Mire the program i> compatible with 



the commercial and ( - M > » has c the 
sponsor identified with the program. 

Sponsor identification (SI) hit the 
news with Norman. Craig \ Kum- 
melV recent stnd\ indicating tin* low 
SI rate of Westerns, as show it l»\ 
Trendex. 

The Pnlsc chart ludow i> 0m 1 ex* 
ample of tin* audience composition 
data heing sought. 

Here are some nighttime casualty 
statistic* for this season: 



• Of the 122 sponsored shows that 
took to the air. ,V> have hit the du-t. 
Ihi^ includes <hows that aie m-i for 
the a\* k at I he end of thi^ ^ea-on ;nul 
ones that 4 1 1 4 -< 1 during the M-^bon. 
Last \< k ai sav\ 31 slmus dropped out 



ea-naltv 



of 120 entries or a 211' 
rate, 

• I* loin ctideinv now on hand, ou 
shows will return in the m reeii^ next 
fall, with CHS T\ eaiiving 27 of 
them. ABC T\ . 20 and \HC TV. }*). 

• \t piesstiiue. there lemaiin-d 
donht a^ to whether 17 sponsored 
slu)ws would \h> renewed. I he sir v\ - 
in tpiestion: seven are at \B( six ai 
NBC and four at CB>. 

The aho\e figures include .-how^ 
who«e cancellations were annoiuued 
as wWI as those from all indication- 
will not he renewed for the iijh mning 
fall season. ^ 



Top IO network tv shows: their audience by age of housewife 







Average 




AGE OF HOUSEWIVES 






Program 


Rating 


18-34 


35-49 


50 ■ 




NORM 




30 << 


38 '^ 


33'r 




GUMSMOKE 


35.2 


29 f r 


33 '^ 


32', 




PERRY C0M0 


32.3 


27'r 


33', 


28', 




WAGON TRAIN 


31.9 


2.v; 


32 r { 


26 ', 




DANNY THOMAS 


30.2 


27', 


33 <7 


30 ', 




LORETTA YOUNG 


29.7 


27^ 


32 ', 


28 c '< 




HAVE GUN WILL TRAVEL 


29.1 


28', 


36'r 


30 V 




OESILU PLAYHOUSE 


28.1 


27'; 


34', 


30 r r 




RIFLEMAN 


27.8 


2V< 


30', 


27', 




MAVERICK 


27.6 


21<'< 


31', 


21', 




ALFRED HITCHCOCK 


26.9 


27', 


36<7 


29', 




PLAYHOUSE 90 


26.9 


MV< 


31', 


33 V 



iMiurte l"ul>0 mull I- market network tv report. VvU. lO'il 

1. THIS MONTH IN NETWORK TV 



Network Sales Status Week Ending 9 May 

Daytime Nighttime 

^gniiimiirniii nti:n n« iitnnrnrrv?nrs :t*?" T TTt p "rrT*»n ran if h i>!Wwi r tm f" ,rf ti fwiwiwi nm\w w wmwv^ pimiunn n m w in 1 p 

I SPONSORED HOURS SPONSORED HOURS 

M H 

ABC ■^^^^■13:15 ABC i^MB^ulS:15 

CBSf HHH^H27:45 CBS M^^n25 

NBC HiHl^H29 NBC ihbi^^h24:15 

g 

^iHi!HniiiiiniiiiiiifiuiH^iii:!iiiiiiiiutii i;^r:iimr inrnnm ,1. i^ii" irnmiini 11 n 1 \m § J 

t KxduOtng jirr 10 am ("lt> .how. 
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2. NIGHTTIME 



C O 




P A li 



SUNDAY 

ABC CBS NBC 



ABC 



MONDAY 

CBS NBC 



ABC 



TUESDAY 

CBS NBC 



ABC 



Behind The 

News 



srteet The 
su^t 



Press John Daly News 



John Daly News 

sust 



John Daly f 

sust 



Twentieth 
Century 

Prudential 
fit McC) 



Chet Huntley 
Reporting 

sust 

Drew Pearson 
Alaska 

(G:::0 7. '.'21) 



No net service 



D Edwards 

Airipr Tltime 
(Rates) 
S-h S3.500tt 



News 
Bell X- Ilmull 
(Mc-E) 
N L $6,500tt 



D Edwards 
BAH (DDE! 
DuPont (BBDO) 
S-L $9.500Tt 



News 
Eell & Howell 
Pillsbury 
N-L $6,500tt 



|rou Asked for It 
Sfcippy Peanut 
Butter (GBB) 
|.M F $24,000 



Lassie 

Campbpll S' up 
fltBDO) 

A ■ F 



Red China 
Updated 

u*t (.V 10 only) 
Midwestern 
Hayride 

sust 17 S) 



No net service 



ABC News 

sust 



D Edwards 

Amer Home 
(repeat feed) 



News 

n* i\ & Howell 
(repeat feed) 



ABC News 

sust 



No net service 

D Edwards 

tenson & Hrdges 
OuPont 
(repeat feed) 



News 
Bell A Howell 
Pillsbury 
{repeat feed) 



ABC Ne 



MISt 



The PlyrmR 
Show 
Stardl 
Lawrence '; * 
Plymouth (( I 
(7:30-8J ! 
Mu L $r i 
(U 



Maverick 
(7:30-8:30) 
(Kaiser t>> (YAR) 
ll)rackett (YAR) 
| W F $70,000 



Bachelor Father 

Am Tob (dumb.) 
Re F $42,000 
alt wks 
Jack Benny 
Am Tob (BBPO) 
O L $(!.1.000 



' Steve Allen 

:7:30-*:3o) 
Itt \ <KAF) 
'ol.ii id (mm) 
F-L Sio^.000 



Tales of The 
Texas Rangers 

(7:30-8:30) 



w r 



511.000 



Name That 
Tune 

American Home 

(Bates) 
Westck-x C> II A 
uuly UlilHl) 
U L $?3 r QQ0 



Buckskin 

P&G (BAB) 
W-F $24,000 



Lhcycnne 
(alt wks 
7:30-8:30) 
Harold Itltchle 
(KAB) 
Johnson Ac Johnson 

(YAR) 
Armour (FOAB) 
W-F $78,000 



Stars in Action 
sust 



Dragnet 

PAG (BAB) 
alt 

sust 

My-F $35,000 



Maverick 



Ed Sullivan 

(* 9) 
Mercury (KAE) 
alt Kolak (JWT) 
V L $79,500 



Steve Alien 



Shi r Icy Temple's 

Storybook 
{7:30-8:30 every 
third week) 
J II Rreck 

( \yer) 
»r F $65,000 



The Texan 

Brown A Wmsn 
(Bates) 
alt 

Lever (KAF) 
W F $37,000 



Restless Cun 
Sterling Prue 
(I>FS> alt 
PAG (Oompton) 
VV-F $37,500 



Sugarfoot 
(tit wks 

7:30 8:30) 
Am Ghlele 
(Bates) 
B. J. Ilcjnolds 
(Esty) 
WF $78,000 



Playhouse of 
Mystery *ust 
Amer. Pauses 
For Maytime 

Coca c la 
(Mr( 'a».0 
(Ml; 1 IM 
■ L -5 OftO 



Steve Canyon 

UM (Mc-E) 

alt SU!5t 

A-F $44,000 



Plymouth I 
Lawren k 
Welkf 



Law Man 
II J. Reynolds 

(Esty) 
General Mllli 
(DFS) 
|\V F $41,000 



Ed Sullivan 



Pete Kelly's 
Blues 

LAM (Mc-E) 
A F $54.500t 



Bold Journey 
Ralston-Purlnt 

(GRR) 
•F $9,500 



Father Knows 
Best 

I>ever (JWT) alt 
Scott (JUT) 

sc-f $3f.oeo 



Wells Fargo 

A mer Tobacco 
(SSFAR) 
alt Rulck 
(Mc-E) 
W-F $43.SOO 



Wyatt Earp 
Gen Mills (DFS) 
alt PAG 
(Compton) 
VV-F $38,000 



To Tell the 
Truth 

Carter (Bates) 
Marlboro 
(Burnett) 

M $22,000 



Jimmy Rogers 
LAM (DFS) 
alt sust 
:-L $35,000 



Ozzie b H 
Kodak H 
tit 
Quaker 
(\VBT 
ScF $ 



Colt .45 

< **ate (Bales) 
II a. ->ld Ritchie 
(KAE) 
Beach- Nut 
(TAB) 
|\\ V $13.*00 



C. E. Theatre 

Gen Klectrlc 
iltRDO) 
I>r F $51,000 



*Dmah Shore 
Chevy Show 
(910) 
Chevrolet 
(( imp E) 
' L J 150.0W 



Voice of 
Firestone 

Firestone 
(Swreney & 

James) 
u I, $32,000 



Danny Thomas 

Gen Foods 
(BAB) 
RcP $17,500 



Peter Cunn 
Bristol-Myers 
(DCS&S) 
My- F $38,000 



The Rifleman 
Miles Lab 
(Made) 
PAG (BAB) 
Ralston 
(Gardnor) 
W-F $36,000 



'cck's Bad Cirl 
Pharmaceuticals 



(Ptrkson) 

V L $30,000 



The Californians 

Colgate (Me E) 
alt Gulf Oil 
(YAK) 
W-F $37,500 



Donna V 
Show 
Campbell 1 
(BBDi 1 
alt 

AG (Cw 
Sc-F % 



Deadline For 
Action 

{9 :30- 10:30) 

8USt 



Hilchcock 
Presents 

Brl~M-Mycr* 

My F $39,000 



Dinah Shore 
Chevy Show 



Top Pro Coif 

(9:30-10:30) 
General Tiro A 
lul»rnr (lVArey) 
«1T '•»> 



Ann Sothern 

Ocn Foods 
(BAB) 
Sc-F $ 10.000 



Alcoa-Coodyear 

Theater 
\lcoa (FSB) alt 
Goodyear (YAR) 
I>r-F $39,000 



Naked City 
Whitehall 
(Bates) 
Brown A Wmsn 

(Bate-;) 
My F $37,000 



•Red Skelton 

Pet Milk 

(Gardner) 
S. C. Joluison 

(NI/AB) 
F $12,000 



Bob Cummings 

Reynolds (Esty) 
alt 

Bulova (Mc-E) 
Sc-F $36,000 



Accus 
suit 



Deadline For 
Action 



Richard 
Diamond 

Urlllarl (LAN) 

\ r jmt.ooo 



Lorctta Young 

PAG (BAB) 
Pr-F $12. r >00 



Top Pro Coif 

Ojwo 



Desilu 
Playhouse 

(10-11) 

WestlliRli mse 
vMc E) 
Dr-F $«2.000 

(ai^rape) 



Arthur Murray 
Party 

P. Lorlllnrd 
(TAN) tit 
Pharmaceutical 
Park >n) 1/ T IS 
r-L $30,000 



Alcoa Presents 

Alcoa (FSB) 
DrF $35,000 



Carry Moore 
(10 II) 
Itevlon (LaR'X-bo) 
L $'9,000 
Of hr.) 



David Niven 
Slnper (YAR) 
Dr-F $32,000 



Wed N 
Figh 
Broirn A 
(Bib 
Miles (' 
(10 CO 
Sp-1, 



Meet McCraw 
Alberto CuU»r 
(Wado) 

\ f $n.noo 



What's My Line 

ICp'lOtTR 

(Itunriett) 
alt ^'nibesm 
(Porrin Pai '> 
QL $?° aoO 



No net service 



Show of The 
Month 

DuPont (BBOO- 
(9:30 11; , r t'25) 
I>r 1, r'T .000 



Summer on Ice 

Brewer's 
In tlt>ito 
(io. ii; « 1) 

1/ J^no.ittHi 



Carry Moore 
Kclloff 

(Burnott) 
tit 

Plttsburc Plate 
(\Iaion) 



(joM fetiow, ttCost ia per Br(rmPnt. Friers do net in^lud^ sustaining, pnr 
' ^ipaUnc or co-op programs CohUh r^fpr Io nvera^f *how oust* incluflinc 
*J<*nt and production. They ar<> gro^s inrhidci lf>'r> ngoncy commission; 



Tltfy do not inHudo commercials or tim^ clinrffcR. This chart covem period 
«t M .iy *) .hnu- Frrvrnipi \y\n's :ir ^ iiidicutinl u< fnllow s . < A ) Adventure, 
Au )' Auilit n^e Participation. ( C) Comedy, ( I)) Doeumentnry, (Dr) 



GRAPH 



9 MAY -5 JUNE 



fEDNESDAY 

| CBS NBC 



THURSDAY 

ABC CBS NBC 



FRIDAY 

ABC CBS NBC 



SATURDAY 

ABC CBS NBC 



John Daly News 



John Daly News 



Edwards 
■r < Kites > 
fm Foods 
(BAB) 

$9,500tt 



News 

Pilbhury 
Ittll I l mel 

Sh 00* 



D Edwards 
Whitehall 
(Bates) 
N L $9.500tt 



News 

0 ryhnii 



D Edwards 
/juitnMc Life 

IT A- It) 
Fla. Citrus 
N L $9.500tt 



News 

hill 



net service 



Edwards 

Carter 
»en Foods 
fpeat feed) 



News 
PillsbuiT 
IW11 & llmtbll 
(repeat feed) 



ABC News 
sust 



No net service 



D Edwards 
Whitehall 



No net service 



No net service 



News 

ilroyhoun 1 
(repeat feed) 



ABC News 

SU«t 



D Edwards 

Kqultable Life 
Fla. films 
(repeat feed) 



News 

N' relro 
repeat feed/ 



Pi-rry Mjv 



Twilight 
Theater 

lUlt 



Wagon Train 

(7:30-3:30) 
Pord (var. hour) 

(JWT) 
National Biscuit 
(var. H hr.) 

(Mc-E) 
F $35,500 
(4 hr.) 



Leave It To 
Beaver 
Miles Ub 
(Wade) 
Italston 
(Gardner) 
5 I>ay (Crey) 
Sc-F $36,000 



I Love Lucy 
Plllibury 
(Burnett) 
alt 

Clalrol (FC&B) 
Se-F $35,000 
Invisible Man 

sust ( ' -1 Si 



Rodeo 

stut 



Rin Tin Tin 
Nabisco (KAE> 
A F $35,000 



Rawhide 

7::0- v"0t 
Lereir (JWT) 
Pharmaceutical! 

(Parkion) 
ft*-F $90,000 
M hour) 



Northwest 
Passage 

sust 



Dick Clark 

Show 
Beech -Nut 
Lif? Savers 
(WUl) 
Mu L $1 1.500 



30 8:30 i 
I ' ( rus 
BA «) 
1) ( ■ v >.$) 
Par jament 
HA- Iti 
My F $25. TOO 
(20 min ) 



People Are 
Funny 

Ton I (North) i 
11 J. U*y: old 

City) 
Vt-T $24.0 



>p Talking 
al of Omaha 
'■ell A Jacobs) 
M $ I S, 000 



Wagon Train 
H J. Reynolds 

(Esty) 
various H bri) 



Zorro 
AC Spark 
(Brother) 
7 t'p (JWT) 
\F $37,000 



December Bride 
General Fxxls 
BAP) 
^ F $32,000 



Lawless Years 

sust 
The Marriage 
Racket 

StLft 

7:30S 0 n, R/l) 



Walt Disney 
Presents 

(8-9) 
Quak«r Onts 
WBT) 
XI F $47,000 
(H hr.) 



Rawhide 

rijrin (IWT) 
Allied Vans 
(. M) 



Further Advent, 
af Ellery Queen 

Gulf YAH) 
15 A « "1 only 
My F $27,500 
(4 hr > 



Jubilee, U.S.A. 
(8 9) 
Wp' ■*> I>IHkIe 
'Eva/i* A \ ) 
11111 Bro* v. t) 
Mu L $12,500 
{** hr ) 



Perry Mason 

*rerMnff (Drs) 
(ii 'f (TAB) 

11,. Uft U M) 

Colgate 

Vftn llo : T 



*Perry Como 

(S9) 
K rber>T Car 

FCa B) 
BC\ A W* Irljw 

(KAE) 
V L $120.0 



ackdown 
] Socony 

Pton) 
Jim, Tvbma 
ptBBDO) 

$33,500 



Price Is Right 
Uver (JWT) 
peldel (NC&K) 
I L $21,500 



The Real 

McCoys 
Sy Irani a (JWT) 
PAG (Campion) 
Pe-F $36,000 



Derringer 
C. Jcrtmson 
(NLAB) 
kV-F $40, WO 



Oldsmobile 
.Music Theater 
31d"iroobilp(Bro ) 
'-F $40,000 
Too Young to 

Co Steady 
OMs. {" 14 S 1 



Walt Disney 
Hill Bros, (Ayer) 
Hudson Pulp 
(N.OAK) 
IU-ynoldi Metal 
sl^ennen A 
Newell) 



Amateur Hour 

Pharmaceutical? 
(Parkson) 



Ernie Kovacs 

teruult ;.\LAB) 
iS-9: ■"22) 

L $-1 <►.<«■ 



Jubilee. U.S.A. 
Manser Ferguson 
NLAB) 



Wanted Dead 
or Alive 

Brn. A Wn3«on 

'Bate<; 
Bristol- Myera 
( DOfvtS) 

wf $39,000 



Not re ma 

f SSi'AR) 
Am Dairy (C \ 



£ Millionaire 
Wale (Bates) 
C $37,000 



Kraft Music 

Hall 
Starring Dave 
King 
Kraft 
(JWT) 
lu L $I".0i>0 



Pat Boone 

Chevy 
Showroom 
Chevrolet 
(Camp-E) 
T-L $15,000 



Zane Cray 

S. C. Johnson 

(NLAB) alt 
General Foods 
(BAB) 
kV-F $45,000 



Laugh Line 
Amer Rome 

(Bates) 
L $21,000 



Tombstone 
Territory 

>lpton (YAR) 
Philip Morris 
fBurnett) 
WF $33,500 



Phil Silvers 

U J. Reynold' 

(Esty) 
Schick (BAB) 
Se-F $42,000 



M Squad 
Amer. Tobac. 
5 SCAB) 
Bulota (Mc-E) 
My F 531,000 



Lawrence Welk 

(9-10) 
D^Ue fGr*nO 
Mu L $17,500 

(4 hr. ^ 



Face of Danger 

Jack Benny 

Bm LAN* 



Black Saddle 
LAM (Mc-E) 



O -'state 
W F 



\Ic-K 
$37.0 



Ve Cot a 

{Secret 
Mold! (Esty) 
t\ $37,000 



Bat Masterson 

Kraft (JWT) 
Sealtest (JWT) 
F $38,000 



Rough Riders 
P, Lorlllard 
(LAN) 
alt sti-t 
W'-F $17.000t 



Playhouse 90 
(9:30-11) 
Amer Gal 
(LAN) alt 
Kimberly-Clark 

(FCA-B) 
"V-LAF $45,000 
(H hr.) 



Ford Show 
Ford (JWT) 
TV-L S3S.000 



77 Sunset Strip 

(9:30. 10:30) 
Amer. Chicle 
(Bate«) 
My F $72,000 



Lux Playhouse 
Ui\ .IWT) 
ait wks 
Stripe Plyhse 
l^r (T\\T) 
Dr F $38,000 



The Thin Man 
Colgate 

Hates) 
UyF $40.0*0 



Lawrence Welk 



Have Cun. Will 
Travel 
Whitehall 
(Rates) 
alt I*Ter JWT) 
W F $38,000 



Cimarron Cit 

(0 30-10 SO) 
ll« WA 

PAO IBA-B) 
W'-F $30 0 
14 hr 



Steel Hr 

> (BRDO) 
$60,000 
Theatre 
Iwks 10-11) 
^ (BBDO) 
$48,000 



This Is Your 
Life 

PAG (BAB) 
>L $32,000 



This Is Music 

sust 



Playhouse 90 
Allstate 
(Burnett) 
alt 

Arts co (BAB) 



You Bet Your 

Life 
Tonl (North) 
Lever (JWT) 

! L $51,750 



77 Sunset Strip 
Carter Prod. 
'Bates) 
Whitehall 
(Bate*) 
Harold Bltchle 
KAE) 



The Line Up 

PAG f YA R > 
My-F $34,000 



Cavalcade of 

Sports 
lllette (Maton) 

ffO-concl) 
; r-L $15,000 



Sammy Kaye 
Show 

Mar^-^ttan Shirt 
Peck) 



Cunsmoke 
LAM PFS) alt 
>ierr> Rand 
TAB) 
W F $40,000 



Cimarron Cit 

P-'^a im-K 
(■ ' YAH 

B a Win 

A .N ^ 



*jiday USA 
■ co (CAW) 
I II; 6/3) 
I $230,000 



Playhouse 90 
R. J. Remolds 

(Esty) 
II. Curtis 
Welsi) 
■nault { NLAIO 



Masquerade 
Party 
Urillard (LAN) 
alt 

Ilarel Bishop 

(Spec tor) 
L $1S000 



Person to 

Person 
P. Lorlllard 
(LAN) 
alt IUtJio 
(WarAL) 
I L $33,000 



Bob Hope 

Bu!c£ (Mc-E) 
MO- 11; 5 U 

"L *;w.ono 



ackpot Bowling 

Bayv-k 'WAP) 

A Sc« orr) 
:(-L $3 000 



Markham 



DA's Man 
I^M Me- FT) 



Drama, (F) Film, (I) Interview, (J) Juvenile, (L) Live, (M) Mise, L preceding- date means last date on air. 8 following date means starting 
(Mu) Musk, (My) Mystery, (X) News, (Q) Quiz-Panel. (Se) Sitnation date for new show or sponsor in time slot, 
Comedy, (Sp) Sports, (V) Variety, (W) Western. tNo charge for repeats. 



This chart is THE MOST 

telling demonstration we have 
found of the audience sweep 
of DBS Radio Network daytime 
drama. The significance is very 
clear when programs score so 
high-in 7 of the toughest ( and 
most sophisticated) markets in 
the U.S. And it goes on year in 
and year out It must be that 
housewives really want these 
programs. These are the facts. 




' STATIONS 



BOSTON 

10 STATIONS REPORTED 



CHICAGO 

9 STATIONS REPORTED 



LOS ANGELES 

13 STATIONS REPORTED 



NEW YORK 

12 STATIONS REPORTEO 



PHILADELPHIA 

10 STATIONS REPORTED 



ST. LOUIS 

II STATIONS REPORTEO 



COMPETITIVE STANDING OF CBS RADIO DAYTIME SERIAL 

WHISPERING 
STREETS 



SAN FRANCISCO m H0MI 

10 STATIONS REPORTED * TOTAL 




^ ' Rank of daytime semi program in time period 




A 1 MAJOR MARKETS Soure» Ut»t PULSE city reports Uin,-Feb. or March 1959) 



MA PERKINS 




YOUNG 
DR. MALONE 



lllllll 

mini 



RIGHT TO 
HAPPINESS 








i minimi i iiinM i limn 

■iiiiiiiiii in iiiiiuu hi iHNiiii hi immi 
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Ii 
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THE CBS RADIO NETWORK 





I 

■ in 

■ m 




DAYTIME 



C O M P A Fl 



10:00 
10:15 
10:30 
10:45 
11:00 
11:15 
11:30 
11:45 



SUNDAY 

ABC CBS N BC 



Lamp Unto My 
Feet 

sust 



[MONDAY 

ABC CBS *" "~NBC" 



On The Co 



Dough Re Mi 

Gonpoleum Nairn 
Lilt sua 



ABC 



TUESDAY 

CBS 



NBC 



On The Co 



Dough Re Mi 

sust. 



Ar 



Look Up & Live 
sust 



Sam Levenson 
Standard Brand! 



Treasure Hunt 

swt 
*PAG alt 
L^ver 



Sam Levenson 

II<ver alt 



Treasure Hunt 

**ulver alt 

sust 



Frlgldalre ilt 

Armour 



Eye On 
New York 
sust 



I Love Lucy 

Lfver alt 
sust 



Price Is Right 

I-ever 
alt Ponds 
Sterling 
alt Whitehall 



I Love Lucy 

Lever 

sust 
alt Gen Foods 



Price 1$ Right 
Lever alt 
Sunshine 
Stand Brands 



Camera Three 

sust 



Top Dollar 

Colgate 



Concentration 

(Silver alt 



Armour 
alt Lever 



Top Dollar 
Colgate 

General V sols 
alt Mist 



Concentration 

FYifjldaire 
Lever alt 
Alberto Culver 



12:15 
12:30 
12:45 



Bishop Pike 

EUSt 



The Last Wore 

S!H t 



Ceorge Hamil- 
ton IV 

su^t 



Love of Life 

sust 

Amer Hwie Pr<x 
alt Block Drug 



Tic Tac Dough 
Ponds alt 
Golds&al 



Ceorge Hamil- 
ton IV 



Love of Life 

Tonl alt 
On. Mills 



Amer Home 



Tic Tac Dough 
Stand BrandJ 

PAG 



Ceorge I 
ton [I 



Search l"or 
Tomorrow 

PArQ 



Johns Hopkins 
File 7 



Pantomime 
Quiz 

EU't 



Search for 
Tomorrow 

P&G 

Cuiding Light 

P&G 



It 



Be 



It Could Be You 

Whitehall 

PondJ alt P&G 



Pantomime 
Quiz 



Cuiding Light 
P&G 



Could 
You 

Al. Culver alt 

sust 

Armour alt P&G 



Pantort 
Qui 



College News 
Conference 

6USt 



Eternal Light 

su t 

r> 17; 5/31 



Music Bingo 

-ii t 



No net service 

News 
(1:23-1:80) 
sust 



No net service 



Music Bingo 

sim 



No net service 

News 
(1:15-1:30) sust 



No net service 



Music 



Pr r ntl m -f 

Faith 

u.,t (1/17) 

Leo Durocher \ 
Warmup 

su^t 



World Turns 
PAG 

Sterling alt 
Carnation 



No net service 



Baseball Came Major League 
of the Week Baseball 

lariou tunes Phlllifs CUars 
varhus sponsors t*2 network) 
Antu-u-ir-Bu^ch 



Day In Court 

Amer II >rm 
Food* 
John ^on & 
J)hn.-.'«i 



( J 2 regnal) 
.\<J mnal Bre«in( 

(^2 regional) 
G« nesf-o Brcwlw 
( J i New York) 



Cale Storm 
Show 

Armour 



World Turns 
P&G 

Sterline alt 
-Miles 



No net service 



Jimmy Dean 

SUit 



Queen for 
Day 

( uriEoleum Nairn 
aP ust 



Day In Court 

\m^r H'>me 
.1 >hr on A .T. 
General Food- 



Jimmy Dean 
Llbby alt sust 

~ Mll«~ 
alt Tnl 



Queen for a 
Day 

sust 



Oay In 

Beech 
General 
Drae 



Art Linkletter 

Stand Brands 
alt Lerer 
Standard Brand; 
Van Camp 



Haggis Baggis 
sust 



Cale Storm 
Show 

General V<**1 
B* edi Nut 
\mcr Hmie 



Art 



Linkletter 

Swift 
alt Ton! 
K«11oek~ 



Haggis Baggis 
suit 



Cale! L 

Johnson, 
.\raer. 
Pi arket 

iU* 



Open Hearing 

last 



Beat The Clock 

( iencj al Food 
T-ni 



Big Payoff 

Colgate 



Young 
Dr. Malone 

P&G alt u t 



Beat The Clock 

[jever, fien Foods. 
3'ihm m & John' 
<m, Toni 



Big Payoff 

(ieiirral FockH 
alt u-t 



Young 
Dr. Malone 

P&G alt sust 



Beat Th 
PraekeH 
\rmoui 

Foods, 
Ho 



No net scrvio 



ihu I —J 
Ji.hn m & -1 
\rnmur. l.«'Vfi 
Aim r 11 nu 
T. nl 



Verdict Is Your 
Stand Brands 
Amer llnne 
alt Lever 



From These 
Roots 

!'\c alt «ti-t 



Who Do You 
Trust? 

Amona 



Verdict Is Your 
Gen Mills 
alt Carnation 

Swift 
alt Ttml 



From These 
Roots 

P&G 



Who t ' 
Trt 

;en. Fot 
Prackcti 



Brighter Day 
P&G 

Secret Storm 
Gen Mills 
alt Quaker 



No net scmc< 



Wisdom 



American 
Bandstand 

( lair I. 
Ihvvh \«it 



Brighter Day 
P&G 

Secret Storm 

Amrr llome Pro 



Truth or 
Consequences 

l**sd L r >'l<i' 
alt Sterling 
P&G 



American 
Bandstand 

Gonerril Mills 



Truth or 
Consequences 
Standard Brand! 



Ame 
Band 

Nortlian 
Wei 



No ntt sltvic 



Behind The 
News 



ffoniiffi o' 
Faith 



American 
Bandstand 

! Av.-. CtllKi. 



Edge of Night 

P&G 



County Fair 

sust 
Sterling 
alt l^ever 



American 
Bandstand 

Carter 



Edge of Night 
P&G 

Sterling 
alt Miles 



County Fair 

t alt Kleiner 

. alt 
Lever 



Ami 
Bam 

ltef 



Paul Winchell 



race Nation 
Ccntva Conf. 
10) 



Lone Rjngti 
Got; Mills 

t racker Jack 
IYlt- t Co. 



CE College 
Bowl 

ml VAi.rU 



Now & 10 Year 
From Now 



1> 1, M70.0* 



American 
Bandstand 

co-op 



American 
Bandstand 
co-op 



Ami 
Bam 



Kakidoscopt 



Mickey Mouse 
Club 

<;r drlrh 
Bristol Myers 



Walt Disney's 
Adventure Time 

CO ' OP 



c 

Gm 



// , I V i'ii'i i ,/ !.,. 

HOW TO USE SPONSORS 
NETWORK TELEVISION 
COMPARAGRAPH 



pages MO. *H) 
9 May to 

-> Juno, ini lushc (uilh 

made 1»\ the not works after prosslimo) . Irregularly sehed- 



'1 lit* network schedule on and pretvdiiif 
includes n^iilarly srlifdnlrd jirogi aming 

ini-lusi\e (uilh po>sil»lp exrvption of changes 



k G R A P H 9 MAY. - 5 JUNE 



1DNESDAY 

BS NBC 


TH 

ABC 


IURSD/ 

CBS 


iY 

NBC 


1 

ABC 


FRIDAY 

CBS 


NBC 


SA 

ABC 


.TURD/ 

CBS 


iY 

NBC 


■ he Co 

%l 


Dough Re Mi 
sust 




On The Co 


Dough Re Mi 

sust 

Ml 

Itnmn A U isn 




On The Co 

>-u*t 


Dough Re Mi 
suit 

Arm jt 

a)'- N<i1 




Captain 
Kangaroo 

P^rtlni'ii I* ' 


Howdy Doody 

CV^i.t iienUl 
Ittklfn 


i venson 
ijr alt 
Mot I no 

Jiusf alt 
'at 


Treasure Hunt 

sust 
alt Itrlllo 
Com I 'rod 
lit PAG 




Sam Levenson 
Standard Brand; 


Treasure Hunt 

su<f 

nit Fr i^ld; lire 
~PAf! 
alt HelnA 




Sam Levenson 

Steol 
alt sust 
sust 


Treasure Hunt 

Cm Mill* all 

Whitehall alt 
Sterllnff 




Mighty Mouse 

Cen Fooii ait 
Cltve 


Ruff 0 Reddy 

H- -1*0 i't - ' 
(,th FokJi 
■ It Mai: 


r Lucy 
alt sust 

•T alt 

Dnjff 


Price Is Right i 
Frlfttclalre j 
Sterling j 

tNnu. alt I 
Corn Pvod } 


1 Love Lucy 

Lever 

Scott 


Price Is Right 
Al. Outver 

lilt >u<t 

Miles att 
• -t 




1 Love Lucy 

Lover alt 
Tuiil 
KMjk -.1 t*fAV 


Price Is Right 
i/over alt 
Corn Prod 

Gt«n Mills 


Uncle Al Show 

(11- 12) 
National Biscuit 


teckle 0 Jeckle 

Sulft ait ?uit 

Gfn Mil i 


Fury 

Bordf n 
(,m 1* *U 


4 Dollar 

f 


Concentration 
Heinz alt Milw 
Nabisco alt 
A no our 




Top Dollar 

Colgate 


Concentration 

Ne tlo 
nit 1.. ver 
IK-tnz ait 
Whitehall 




Top Dollar 

Create 


Concentration 

Ponds alt 
Hauer A Black 
! r 

Hit A \\ir, rt 


Uncle Al Show 


Adventures of 
Robin Hood 

CMpafo it 5<!n 


Circus Boy 
Mars alt 

f St 


nf Life 
■me Prod 


Tic Tac Dough 

llelnz alt 
Coiicok'iuii Nntrn 

Itrn A Wm-n 


Ceorge Hamil- 
ton IV 

Mt*t 


Love of Life 

Scott alt sust 
Am«r Home 


Tic Tac Dough 
Al. Culver 
alt Heinz 
PAG 


Ceorge Hamil- 
ton IV 


Love of Life 
Atlantis 

nil T>nt 

leaver *lt 
Gen Mltll 


Tic Tac Dough 
Gen Mills alt 
Sunshine 
PAG 






True Story 
sust 

SteTl .iff Druff 


toi For 
•ilrrow 

o 

ft Light 
I 0 


Could Be You 
Whitehall alt 
Nestle 
Corn t*Tud 
alt Hrlllo 


Pantomime 
Quiz 

M*>t 


Search for 
Tomorrow 

PAG 
Guiding Light 

PAG 


It Could Be 
You 
Miles alt 

NaVlw 
PAG 


Pantomime 
Quiz 

MM 


Search for 
Tomorrow 

PAG 

Cuiding Light 
PAG 


Could Be You 
Stand llrands 
alt Ponds 

I\vti alt 
Corn VuA 






Detective Diary 
Sterltnjf Drue 

>ust 


H service 
»0) sust 


No net service 


Music Bingo 

<u^t 


No net service 

News 
U 2o-l:30) sust 


No net service 


Music Bingo 

Stl>t 


No net service 

News 

(1:23-1:30) su&t 


No net service j 




Mr. Wizard 


• Turns 
go 
PTTit 
» o ♦ 


No net service 




As the World 
Turns 

PAG 

1*1 lHbury 


No net service 




World Turns 

PAG 

J*vift 
alt Sterling 


No net service 








Dean 

Mile 

Kg lit 


Day 
sust 

Klflncrt alt sust 


riiu In rnurt 
Uoy In LUUI 1 

l^ver, Drai kott. 

tJcn. Fix li 

J^lm^n A J. 


Jimmy Dean 
Lever alt 

MKt 

RnT& Wmtn 
alt Lever 


Queen for a 
Day 

sust 

alt MIL < 


Day tn Court 

Amer It 01119, 
Drackott, Ar- 
mour, ltt-eclt Nut. 
tJt-ii I* 


jimmy Dean 

t^ever alt su c t 

(lerber 
alt «en Mills 


Queen for a 
Day 
tust 

Nabi 




Baseball Came 
of the Week 

vsrl^ijs ■ papw 


Leo Durocher 
Warmup 


»lKletter 
*ntli 


Haggis Baggis 
tust 


Cale Storm 

Heron Nut. J.AJ. 
Atner. Home, 


Art Linkletter 
Kalloic 


Haggis Baggis 
sust 


Cale Storm 

JolirK'in ^ J, 
Cut. Food 4 


Art Linkletter 
I #v<r Rroj 
S^vlft alt 
Staley 


Haggis Baggis 

5'JKt 








Rtlon 


sust 


U*ver, Draekett, 
(Jon. Foods 


Plllsbury 


sust 


Lever 


lust 








r 


Young 
Dr. Malone 
PAG 

lust 


Beat The Clock 

JAI, Gen Frtnls. 
IW eh ■ Nut, 

I>rackett. 
Anicr Home 


Big Payoff 
sust 


Young 
Dr. Malone 

PAG alt sun 
su>i .tit t: K l 
L r> >i) 


Beat The Clock 

t»on FtvHl*. Ttml 
Beech Nut. 
Pr.ti kett. 
Armour 


Big Payoff 
Olrata 


Young 
Dr, Malone 
PAG 






Major League 
Baseball 

I'hi'fi - t\i ^ 

C..dr (Nif.J 
\ \U 


th Yours 
Ti 

U alt 


From These 

Roots 
PAG alt lust 


Who Do You 
Trust? 

TS*tl. Itwh-Xut, 

I«ever. (ion. 
I'.v ,js Urac-kett 


Verdict Is Youri 
Sterltnff alt Sooti 
Ubby 
alt Scott 


From These 
Roots 

PAG <L ~\U 

tust 


Who Do You 
Trust? 

Con Fo-*N, JAT 
Drat* i-tt. 
VmiT II me 


Verdict Is Yours 
Gm .Mills alt 
Atlantis 
G«n MitTs 
alt Ijerer 


From These 
Roots 
PAG 
alt sust 

•ust 






Gou. t, 
N V 


Day 

*Storm 
|ftie Prod 


Truth or 
Consequences 
Com Prod alt 
su<t 
PAG 


American 
Bandstand 

shuitun, Old 
I-ondim Foods 


Brighter Day 

PAG 

Secret Storm 
Scott alt 
Amer nome 


Truth or 
Consequences 

IWG 
Culver -ill PAG 


American 
Bandstand 

Meltnell 
(;ayl rd 


Brighter Day 
PAG 

Secret Storm 
Amer Home Pro 1 
alt Gen Mills 


Truth or 
Consequences 
Whitehall alt 

<>>m Pr*t 
PAG 








•J Night 

wi U 


County Fair 
Frl rid aire 

alt Con Mills 
ITelitt alt 
sterilnc 


American 
Bandstand 

ltolley 
tUork I>ruz 


Edge of Night 
PAG 

Ptllsbury 


County Fair 
Heinz alt 

F. K. I. (L r >'t t) 
I. ever 


American 
Bandstand 

(illk ite 
ll^llyn^-l Candj 

! 


Edge of Night 
PAG 
Amer Home 
alt 
Sterllne 


County Fair 
1H\I*> <L r. •::») 
alt sust 
l^-Tn ait 












American 
Bandstand 

CO- op 






American 
Bandstand 

coop 








The Preakness 








Walt Disney's 
Adventure Time 
Miles 

Irternat Slv^e 






Mickey Mouse 
Club 

Gen Mills 

Mattel 








Lone Ranger 

Nestle a'; 
Gen Mllh 




, uled programs appear during this period ai 


e listed 


Special. ( 1 


>>. >uiida\ . 


11-11:1.1 [ 


.III. ( lltci 


and \\ ltit( 



as well, with air date?. The only regularly scheduled pro- hall i : Torfaw \I5(\ <-9 a.m.. M<>nda\ -I t id.i\ . [>ai ticipatiit.ir , 



grams not li.-ted are: Tonight, MC 11:15 p.ni.-I a.m.. \eics C\\>. !:\r>-V> a.m. and o:l>M a.m. Moiuhn -Frida\ 
Moiula) -Friday . participating .*poiiM>i >hip: Sunday \ t»io \11 titnc* arc Ka.-tein Standard. 



With the bars down on news commentary, SPONSOR ASKS: 



What are the fundamental 

considerations in editorializing? 



As more stations arc sparked by 
FCC's sponsor encouragement of 
news opinon, station men tell 
why they are now editorializing 

Clark George, general manager. A* A AT, 
( fiS Tl rnCo, I. on Angeles 
There are sc\ f ral important rea- 
son.s why we believe local tele\ isioii 
>Uilioii.^ should editorialize. This 
statement is based on the assumption 




[hat broadcast editoi ials incorporate 
responsible thinking and presentation. 

First. a local station has a responsi- 
bility as a mass communication me- 
d in in to make significant coiili i bil- 
lions In eonininiiiH thought pioeesses 
in matters of vital importance to peo- 
ple in the station's area. Critics have 
accused stations of delimpiene) and 
h(>it;ine\ in taking editorial posi- 
tions. However. as the medium has 
matured, more and inorc stations are 
exercising this important editorial 
function and accepting a responsibil- 
ity which has long been recognized. 

\ second reason for editorializing 
stem* from tbe continuing requests 
b\ the I' ( ( that telex isiou exercise 
its right to editorialize*. We at k\\T 
ac knowledge thi> right for we brliexe 
that editorials ha\c a highly signifi- 
cant influence on eonimimil \ think- 
ing in action. We believe as a strong 
and iullueutial member of our com- 
munity . w e uniM make known our 
position on matters which will ahVvt 
our \ iewei ^ now and in \ ears to come. 

\ third iea>ou for editorializing is 
ba-cd on a ikm e^sit\ for balain cd 
prom aniinu. I he editorial, along 
with public -ci v ice. cultural, iufoi- 



mational and entertainment program- 
ing, becomes an important program 
t\pe. -'Thon Shalt Not Kill." KWTs 
first editorial \entnre. drew more 
than ;>.()()() letters and hundred* of 
phone calls within 72 hours of its 
airing. Such response indicates that 
a need for this type of programing 
exists in our community, a need we 
assume is present in other areas. 

Finall \ . responsible editorializing 
contributes to the identity and pres- 
tige of a station. \ well-conceived 
and produced editorial creates a fa- 
vorable station image regardless of 
tin 1 individual viewer > agreement or 
disagreement with the station s stand. 

k\\T will editorialize when we 
believe it is necessary, for in this way 
we feel we are cont ribnling to the 
best interest* of the community and 
the democratic institutions w e are 
dedicated to ser\e. 

Donald H. McGannon, president of 

the IT estinghonse Hrtmdrasting (. Inc. 

In today "> complex and fast-moving 
world, the obligation of the telex ision 
and radio station to broadcast "in the 
public interest, com en i (Mice and ne- 
cessity cannot be fully realized, in 
the opinion of the Wcstiughonse 
Broad< asting Co., without thoughtful 
use of the right to editorialize. 

There i> an urgent need foi people 
to understand not only the implica- 
tions of spare satellites and lCBM's. 



To fulfill our 
obligations t/.\ 
broadcaster* 



but of rnnim unity matters such as 
local school bond issues and urban 
renewal projects as well. To fulfill 
this need for public* understanding, 
and to realize the potential of tele 



\ ision and radio as media for inform- 
ing the people, it is not sufficient that 
we merely report events: we must in- 
terpret them, and in *ome cases stim- 
ulate constructive action. 

We consider the editorial as an ex- 
pression of the station s \iews and ac- 
cording!} the WHC station ha- its 
editorial? delivered by a management 
reprefeuiativ e — the company area 
vice president, or the station mana- 
ger. Complete reparation is main- 
tained hetw ecu new s programs and 
editorial statements. The editorial is 
presented in prime time. 

\\ BC stations do not editorialize on 
am regnlarl) scheduled basis; rath- 
er, we schedule an editorial only 
when station management feels that a 
community situation is sufficiently 
important to demand discussion. Only 
community matters are taken up in 
Wl>C station editorials, and both the 
decision to editorialize and the edi- 
torial approach are decided complete- 
ly within the individual station. 

I alike newspapers, broadcasting 
has no long and honored editorial 
tradition to guide it. and must do- 
\elop its definitive patterns through 
experience. Our awareness of the im- 
pact and inllnenee of television and 
radio demands that we approach edi- 
torializing thoughtful!), and that we 
exercise our editorial function spar- 
i 1 1 iz I \ - judiciously, and only in >up- 
port of worth) causes. 

We feel that to do less, or to abdi- 
cate entirely our tight and duty l«> 
editorialize, as some suggest. i> to fall 
short of our obligations and our op- 
poi limit \ a- responsible broadcasters. 

Lyell BremSCr, nVe pres. and gen. mgr., 
hi' A II. Omaha 

Why does kl-WB editorialize/ I 
imagine the all-inchisi\ e answer 
would be because we feel it is a serv- 
ice a radio station owes its eommii- 
nit). To lis it is neeessai) to fulfill 
our obligation to the public. 

Badio long ngo matched, and in 
main aiea> surpassed, the public 




sponsor • 9 may 19." 9 



scr\ ire rf-»p€»nsiJ»iJilit*s and new s 
abilities of new >|>aper>. 1 lo\ve\ or, 
the\ larked t ho stature newspapers 
ha\e long maintained tlirouirh an edi- 
torial polie\ . 

This i> an linneee^an lark for a 
radio station with the stafT to nceoni* 
pli>h a well-rounded editorial feature. 
KKAH felt there was a Vast need in 
Omaha for more than one daily edi- 
torial opinion, that heinir 1>\ the one 
daih paper in Omaha, and since 
kTAB had the MafT of professional 
journal LM> qualified to research and 
present. iutelli*;eutl\ . the issues of the 




da\. various segments of the broad- 
cast da\ wore scheduled for an edi- 
t<trial opinion. 

I here i- a \a-t amount of work hi- 
\ol\ed in piesenting a studied edi- 
torial opinion. lioue\er. the work is 
Might when compared with the re- 
>ulK. People lune praised our edi- 
torial policies others have con- 
demned them . . . hut few hove been 
jmijsm'it. And tliat we helieve is the 
fmeM end result. 

There i> no question about the ef- 
fect of editorializing on a eonnnn- 
iiih * conscience. Where definite 
ution by the public was indicated 
• oncerniuir community problem.- or 
(projects KTAH, h\ cu\erin<i all sides 
pi the editorial matter in question. 
|ot action reflected in letter* and talk 
a the romiiiiimt) . \ml w hen a 
i oniniunitx is given the opportunity 
|o initiate action action thc\ get. 

This is win we editorialize- to ful- 
fil our obligation to the public we 
*er\ e so the\ in turn can fulfill their 
^ligations to the community in 
.\hich the\ li\ e. ^ 

SPONSOR • 9 m v\ ]059 
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BALTIMORE? TULSA? 
DALLAS? • .. 
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NO, THIS IS "KNOE-LAND" 

(embracing industrial, progressive North Louisiana, South Arkansas, 
West Mississippi) 

JUST LOOK AT THIS MARKET DATA 

Population 1, 520.100 

Households 423,600 
Consumer Spendable Income 

Sl.TGl.Htf.OOO 
Pood >alcs S 300.4So.000 

KNOE-TV AVERAGES 79.4% SHARE OF AUDIENCE 

According lo December 1958 AR8 we average 79A° 0 of audience from Sign On to Sign Off 7 days 
week. During 363 weekly quarter hours it runs 80°o to 98 0 o. 

KNOE-TV A James A. Noe Station 

Channel 8 
Monroe, Louisiana 



l>nif* Sales 
A Ulninol i\ i' Sak s 
(ifiierat Mt irhautlise 
t otat Retail Mies 



6 t I S,7* ( .f,0( »< 
>1 ,2Mt>,2r>5,0(/o 



Represented by 
H-R Television, Inc. 



Phot a: "7 lit- 2 t *,tH>0 bat rrl f*cr-dav n-fnirry <>f the I. ton Oil Division, Monsanto {'hr'f\ 
Company at ti Ihnado h Avi'tel*. it hrrr rn -it than Q ^ '''ft k u »l fn > < ' \> f r> 
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THINGS ARE ' // POPPING 



Bubbling. Boiling over. Boston s getting the full promotion 
treatment from WBZ. Contests. Parties, Billboards. Ads. 
Radio and TV spots. The works. All about the new shows, 
the new program lineup, the sparkling personalities . . . 
the bouncy pop sound that's got the ratings jumping on 
Boston's Most Popular Station. 




7 , 1 r-X r IV 

1 030 



Wcstioghouv Broadcasting Co iip.iny, Inc. 




SAY 'NO' TO CLIENTS 

i Cont'd from page 3/>) 

was unpopular to sa\ the least, we 
stuck to our i*im>. and our client be- 
gan to see the wisdom of it. The re- 
sults lime justified our thinking. 

In another instance, again involv- 
ing a new ]> rod net. we advised a 
client st rough against its launching 
with what we considered to he in- 
sufficient funds. The tendency in 
sonic client quarters would have been 
to take the attitude: "All you gu\> 
are interested in doing is collecting 
lugger commissions." If we had 
Keen gutless, we would have stopped 
right there and not have exposed our- 
sekes further to the chance of this 
kind of criticism. 

But 1>\ presenting an honest case 
for our point of \ iew . which was 
ha^ed on a careful analv^is of the 
profit opportunities for the new prod- 
duet, we were successful in convinc- 
ing our client to do it our w*a\ . \gain. 
the results ha\e justified the course 
of action. 

In tin 1 area of media selection the 
greatest opportunity to illustrate 
proper use of the word tb \o" occurs. 

For example, twice during the past 



y ear or so w e*\ e managed to steer 
clients aw ay from tele\ ision proper- 
tie? which, while highly rated, we felt 
would he injurious to their best in- 
terests, due to unfavorable associa- 
tion of program content with the 
name and reputation of the com- 
panies. This took a certain amount 
of statesmanship. It would have been 
aw full} easy to go along with the 
client's original opinions on the mat- 
ter, and to ha\e made money in the 
bargain. 

\*. a last example, let me give you 
the case of one of our clients who is 
having trouble in a particular area 
with his product. His first request 
was that the agency tell hini what 
sort of ad\ertising lit* should put into 
this market, and how* much money 
he should spend. 

We told hiin he would be foolish 
to spend his dollars in advertising, 
that the problem could not he solved 
that way. and further advised him 
to handle the situation swiftly through 
a form of trade promotion i non-com- 
missionable) . w hich we described in 
detail. 1 think heV still in a mild 
state of shock, but he agreed and 
the situation has now righted itself. 



The other phase of w hen to say 
'*\o : * to a client imohes a situation 
which could cause direct injury to 
the agency and its reputation. Some 
clients make such requests in all 
innocence. A few don't really care 
about their agencies* reputation and 
expect them t*> do what they're told, 
regardless of the consequences. 

For example. 1 worked on an ac- 
count several years ago. w here we 
were rather successful in developing 
and exploiting a technique of buying 
radio which traded rather heavily on 
the buyer'* market existing at the 
time. However, the client in ques- 
tion carried our plan several steps 
further and began pushing us toward 
activities which would ha\e helped to 
destroy existing radio rate structures. 

We refused to do it. thereby. 1 
belie\ e, protecting our clients in- 
terests, as well as our own. against 
the accusation of being fly-In -nights. 
Incidentally. howe\er unpopular with 
the client our decision to resist this 
was at the time, the management of 
this organization saw the wisdom of 
it and incorporated it as part of their 
advertising policy from then on. And 
the person w ho w as attempting to 




Selling the Rochester, New York, market \ 
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force our hand was looking for other 
eni|>lo\ merit shoith thereafter. 

1 ri another instance. 1 worked on 
an account w here the ad\ erl ising 
manager was* persistent in his de- 
mands through the agene\ to pies- 
sure tele\ ision stations into all kinds 
of abnormal scmces. Wo found our- 
sehes rapid!) getting the reputation 
as had actors in the business. It had 
to stop, and we Mopped it. \gain, 
despite iniliall\ objecting to our 
point of view, the client agreed that 
this was the wiseM course of action. 

Some classic examples of sa\ ing 
""No"' to clients lie in the area of jobs 
which are unfeasible from the Mart. 
An o\er-eager or scared account ex- 
ecutive can got an agenc\ into a lot 
of trouble h\ promising clients that 
the agenc\ ran do certain things, or 
can do them within a specific period 
of time, when the plain truth is that 
it can t. This is had for an agenc\ s 
stature with its client, it promotes a 
, lack of confidence in future situations 
of the same kind, and it's morale- 
shattering, as far a> the internal 
workings of an agene\ arc concerned. 

Now. what about how to >a\ "\o"? 
The answer to this is sitnpl\ : niceh. 



hut linnh. I think thN U an area in 
w Inch tin 1 men become sopa rated 
from the bo\s. There are wa\^ to go 
about this which succeed in doing 
nothing but it i ilale. and there an- 
other wa\s which lea\e a client with 
the feeling that this i^ an honeM, in- 
telligent oi gani/.ation. 

While the give-and-take in an 
agenc\ -client relationship i> essen- 
tial]} good. I tecause it allows c\ en - 
one to contribute and pnnides great- 
er opportunity for the development of 
good idea.* and *onnd planning, the 
agency ill has in it>elf a large re- 
sponsibility to keep its clients away 
from aeli\ ilies and thinking which, 
while they ma\ seem immediately ad- 
visable, can be highly injurious to 
both parlies in the long run. The* 
demands cool thinking, courage, com- 
plete candor and essential honesty on 
the part of the agency. 1 don't think 
it's too much to ask for. ^ 

FAIRBANKS 

( Cont'd from page 'M) i 
All belong to an organization called 
the \utomohile Kngine Kehnilders 
Association, formed for easy cx- 
rhaime of information and ideas. 



\s \bru/oso indicate*., inie idea 
now quite ctnnnmn to them: tin* use 
of air media to stimulate the <pil< k 
\ dI nun- thcii huMuesM*s a re gean d to. 

"W it hin fi\ e years. sa\ - M ike. 
"all anlu repair^ will be on a super- 
market^ pe of operation. I he l f 
station will >ei\iee \onr car. but im- 
pairs will be done economically and 
quickly on an assembly line basU." 

\> he sees it, "1 here will always be 
custom-woi k l epair shops. jnM a- 
there are neighbor hood gro« < ry 
>loie>. l>ut the major share of the 
business will go to large operations."* 

Fifteen years ago. fn-di out of the 
wart inn 1 airplane production line- 
Mike turned to automobile^ for i 
In ing. W hen the automat ic trans- 
mission cam* 1 into being. Mike knew 
auto repuin? on a production line 
basis were just a matter of lime. 

"The easier it was to repair a car.' 
he explain*, "the more complex it 
had to be under the hood." 

hast December s new *pu] >er Mi ike 
put hi in into radio. Now he relies on 
it to start hi^ day olT with a ready- 
made o\eiload. and the traffic created 
has turned his shop into a se\en-da\ 
operation. & 



GREATER COVERAGE in the thriving 13-county market surrounding Rochester, N. Y., is just one important 
reason why more and more advertisers select WROC-TV for successful selling campaigns and new-product tests. 

In this rich, up-state New York area, with Its heavy concentration of highly-skilled industrial and specialized 
agricultural workers, more than a million people spend over $2 billion annually for products and services. 

Nielsen (NCS #3, Spring 1958) shows WROC-TV continues to provide advertisers with considerably greater coverage 
of this two-channel market than its competitor... 

WROC-TV Coverage Advantage 

Total Homes Reached Monthly + 26.5% Daytime-Viewer Homes Daily _._+ 38.8% 

Total Homes Reached Once-a-week + 20.8% Nighttime— Viewer Homes Daily + 28.8% 

For further information about availabilities on WROC-TV, Rochester's first and most powerful station, 
call Peters, Griffin, Woodward. 



NBC-ABC • CHANNEL 5 • ROCHESTER 




iP*flf, lsnnt«u.WJ»»i*wit P*.. WSVA-TV, WIVA, HftrrlMntairi, Vt, 



RATINGS: TOP SPO'f 



Top 10 shows in 10 markets 
Period: 1-8 March, 1959 

TITLE, SYNDICATOR, SHOW TYPE 



Sea Hunt 

*'v (Adventure^ 

Highway Patrol 

2'v i AcKcnture ) 

Death Valley Days 

u.s. borax i W<McrnJ 



Whirlybirds 

'Adventure 



Twenty-Six Men 

abc i Western) 

Mike Hammer 

mca <My*trry) 

U. S. Marshall 

nta \\ p>i< rn) 

Silent Service 

cnr ( Adventure) 

MacKenzie's Raiders 

*' v ( \d\inture) 

Rescue 8 

SCRCTN GFMS , \ < i\ < ■ H I HIT ) 



National 
average 



20.6 
20.5 
20.3 
17.4 
17.3 



16.9 
16.6 



16.5 
16.2 
16.1 



7-STATION 
MARKETS 



NY. 



L.A. 



10.7 



21.7 

wchs-tv krea 
lo iipm lO.oOpm 



13.8 



8.2 

ivrra-iv kttv 
7 ininm i ;>0pm 



10.2 13.9 

nrc,i-tv krea 
7 :tnipm 7 ■uupm 



6.7 

khj-tv 
7 :30pm 

3.9 

kren 
i. ititprn 

19.4 9.4 

wres-tv krea 
10-.3tjpin ln.iiOpm 

12.7 7.2 

wrra tv kttv 
fi :iMprn 7 iiiipm 



4.7 

ivpix 
) ::ni|mi 



7.4 

krea 
, "Opm 



9.2 6.9 

wths-iv kttv 
* :'Hipm !* oopm 

13.7 

krea 

7 :00pm 



6STA. 
MARKET 



27.7 

krnn-lv 
7 'Klpm 

19.7 

ki< n-Ev 
0 liOpm 

7.5 

ktvu 
7 30pm 



14.5 

kron-tv 
lo.^rtpm 



15.5 

kmn ■ tv 
7 OOpm 



14.9 

kron-tv 
7:H0pm 

9.5 

kplx 

7:00pm 

15.2 

kmn tv 
• ■ .'lopin 



5STA 
MARKET 



16.5 

kinc- tv 
10:Onpm 



22.9 

kmnn- tv 
7 uopm 

24.5 

kins- tv 
"oiipm 



15.2 

kumo-tv 
*'* ''<u>m 

17.7 

kine-tv 
10:ii< pm 



15.2 

kiiiK-tv 
loOiipm 

21.0 

komo-tv 
i; :0pm 

20.5 

kinc lv 
7 tihpm 



4- STATION MARKETS 



Chicago Detroit Mtlw. Mnpls. Ptttta. 



Wash. 



23.9 30.2 17.5 17.5 17.5 11.5 

wnbrj wjbk-tv ivisn-tv vvten tv wean tv umal tv 

r> : iifm in ;opm M:00pm » ooj, m 7 OOpm lo Oiipm 

19.9 20.5 22.7 17.5 16.2 16.5 



ivfrn - tv 
J) . {Opm 



w-jbk-tv irtrnj-tv 
7 .iiOpm 9 3upm 



k*tp-tv ivrcv-tv irfop-tv 
H »opm l'i : >0pm 7 OOpm 



10.2 19.5 17.4 24.5 22.5 20.2 

ivrro-tv wrrv-tv ivrc-tv 
0 . iopm 7 on])in 7 :00pm 



u-jm -li- 
ft ;Opni 



uvtj-tv wisn-tv 
7 OOpm f> :30pm 



1 1.9 

wsn- 1 v 
f> tnipm 



29.5 

ivtmj-tv 
!i ■ 'iopm 



8.5 12.9 

ivrau-tv ivtop-tv 
12 noon 7 :O0pm 



15.2 16.2 15.5 

vvftn-tv «m tv ivisn-tv 
*:Oiipm 9 ,opm H ,opin 



15.2 

wmal tv 

6:30pm 



16.5 10.5 



wr.ii- tv 
n . iopm 



rkhv-tv 
0 oopni 



7.9 

ucoo - tv 
lfi iopm 



18.9 

UTC-tV 

lo:30pra 



11.5 14.5 

wbkb ivwj-tv 

9:0«'pm 10:2 opm 

17.5 

\vnl)i 

0:3Opm 



13.4 20.2 9.9 

kMp-tv ivfil-tv arc tv 
lo.lOpm 9:10pm 10:30pm 



5.9 

wicn-tr 
A 00pm 



18.2 

ivmal ■ tv 
7 :0Opm 



20.5 15.5 16.9 17.5 20.7 11.5 



wxyr. tv wipn-tv 
7 OOptn f> :30pm 



k-ap-tv wrrv tv utOD-tv 
!» .mpm lo .mpm 7.;iiipm 



6.5 

ivrn-iv 
K iiipm 



22.5 

wtmj-tv 
S :00pm 



16.2 

ivrev-tv 
7:00pm 



, 

\i 

Atlanta Bait. Boston Bi^ 



15.2 14.3 13.2 2[ 

w«b-tv whal-tv nhdh-tv 
in iOpm 10'i0pml0:30pm 



23.9 19.0 24.2 

ivaKa-tv i\mar-tv wbz-tv 
9 oOpm 7 :00pm 7 :00pm 



7 



23.9 25.5 16.2 



2 

iv&b ■ t v wjz - tv Kbz - tv wb. 
OOpm 7.30pm 10:30pm 



*4 



25.5 

wsb-tv 
7 oiipm 



18.5 

wbz-tv 
0:l">pm 



19.9 1 

wbz-tv w, 
7 :00pm 10 



12.5 

wliva 
10. -30pm 



18.9 2 

wrtae-tv r 
7:00pra 10 



15.3 18.2 

ivbal-tv wnae-tv 
7:30pm 10:30pm 



14.5 8.3 23.9 

wlw-a i\bal-tv wbz-tv wb 
7:00pm 7.00pm 7:00pm 10 



12.3 12.3 11.5 

wsb-tv wbal-tv whdh-tv 
7:00pm 10.30pm 6:30pm 



15.9 10.3 

wsb-tv wbal lv 
10 :30pm 7:00pm 7 30pni 



16.9 

iiTiac-tv 



Top 10 shows in 4 to 9 markets 



Special Agent 7 

mca ( \<ivcntt]re) 


16.6 








1 1.9 

\vi\ i ■ tv 
7 oopm 




17.7 

wlutb-tv » 
10-JOjtm 7 


Divorce Court 

guild ( Drama) 


15.3 




11.3 

kttv 
i :Oopm 


16.0 

kron-tv 
i» <"']>m 


28.9 

klrifr-lv 
s OOpm 


5.4 

W^P tV 

Id oiipm 


19.2 

wjhk-tv 
7 H"]>m 










11.2 

ivhdh tv 
lO.iiOpm 


If You Had A Million 

mca (Dram;*) 


15.2 


10.7 

tv 

7 :OOpm 














19.2 

ivrrv- lv 
7 OOpm 




17.9 

usb-iv 
to .IOpm 


16.5 

wbz- tv 
7:00pm i 


Badge 714 

CNP \]yvt S \ 1 


14.1 


3.2 






5.2 


12.5 




12.2 




13.9 


9.2 


14.3 


u-pK 
S oitpm 






ktnt tv 
!' o(Jpm 


lO-nopm 




tp-tv 

fu !»]. Til 




WttfT 
7 ''Jlpm 


wapa-tv 
:• ^Oimi 


ivmar- tv 

fi "Oinn 


Jim Bowie 

abc - \fjvrntiite t 


13.9 


3.4 

UU'W-tv 
7 MOplH 






4.6 

unbf] 
1 ;oiun 


5.5 

km.-p-]v 
" iipm 


19.5 

wrrv ■ tv 
7 OOpm 


14.5 

wttr 
7:00]>m 




Honeymooners 

res N'omedy) 


13.2 


2.4 

M-plx 

I(JdO|im 


14.2 

kn\» 
■ ><»]>in 


17.2 

kp n tv 

i nop 111 




5.2 

«i?n tv 
<.i oiipm 




5.2 

kwp-ti 

t> ^0p|ll 






12.5 

wnac tv 
7 3itpra 


Sheriff of Cochise 

nta ; \\ extern i 


13.2 


5.4 

■wi<nv-t\ 
f; in 


12.4 

Wtv 

'mil 






7.9 

ivnbq 
11 


9.2 

klwiv 

.' irii|.^*i 


4.9 

i!,nup-]( 
s.iHipm 


16.2 

Wffltl tv 

C 'iipm 






19.2 

iinar-tv 

i* :30pm 1 


Cray Chost 

cas ( \(iv*MiHire> 


12.8 


3.4 

u-|> \% 








7.5 

wfi tv 

V itopm 








15.2 

MTC-tV 

" oopm 




22.5 

i\h/ tv 
7 :ti(ipm 


Little Rascals 


12.8 


7.7 


13.8 

hi tv 
■mm 


















1 NT! f ATI if ,, nU ,Jv ) 




u- ]l. i 




















Three Stooges 


12.0 


8.7 

w pt\ 


8.0 

f-. tv 


9.2 

kr^" t^ 

'*'0I1! 




12.0 

w — - tv 

1 Opt» 




16.7 

■r>-tv 

opm 






12.0 

r. nopm 


5.9 

ii j?. -It 

9 :00am f 



K.i" i *^ ' a-" rvn-Hrsited. % In". 



anfl hr. l*n-f:t.b. tflrca^t tn 



fxir ftr mrir# markpft. Tli<* 
t- tk 'lv u». arc fair lv ft 
\ I 'i tnp ratine f 



nvrmco ratlnr Is an umvcUIilfi avcrapo of Individual market ruttnff^ listed abori 
iiblp fr< m we motith to anchor tn markets In \vl>lrli they aro shown, this Is true 
■\, h. f m cue- in fth 1> a' 'tlie r In thh chart. Classllk AtUm as to number of Sti 



ILM SHOWS 



Nothing, but 



3-STATION MARKETS 



Cleve. Col urn but New Or. St. Louis 



20.2 29.9 29.5 23.5 

wJw-tT wbnstr mlsu-K ktvl 
7 :00pm 7 :30pm 9 \>'>prn 9 :30pm 



22.9 28.5 



9.2 21.5 

wjw-t* tttins tv ttJsu-tT ksd tv 
7:30pm S. 311pm 10.00pm 9:30pm 



15.5 27.9 26.2 26.4 

kyw-tr ubns-tv vtxhn tv kmni-tv 
10:30pm 9:30pm $ 30pm 9:30pm 



22.9 19.5 17.9 

wtvn tv n*l«u-tr kM\ tr 
7:00pm 10 uOpm 10:uopm 



17.2 14.5 19.5 

wews vvhv-r vrdsu-tv 
n:00pm 7 .oopin 10.30pm 



15.2 20.5 19.9 

wtvntv vvwltv ks«l-tv 
10.00pm 9:30pm 1" Ottpm 



19.2 20.0 22. 2 16.2 

Wt wews utvn-tv «<l*i]-tv""ksd tr 
<| 10 .30pm 10:30pm lit. Ottpm In nopm 



23.5 

wjw tr 
10.30pm 



16.2 19.5 



wdsu-tv 
10.30pm 



k<d tv 
10.i»o pni 



14.5 20.5 15.2 14.2 

wjw-tr uhn^ tt wwl tv ktvl 
7:30pm 7 :30pm 10 :flopni f> :30pm 



13.5 19.5 19.2 

wbns-tv ivw-l-tv k?<l-tv 
« 30pm fiKipm 0 tiipm 



2-STATION MARKETS 



Birm. Oaylon 



Prov. 



27.8 



25.3 21.3 

uhrr-tv wHv d \vpro-tr 
9 . <i|Hn 10:;iiipni 7 :00pm 



35.3 31.3 15.8 

ubrr-tv \vhio- tv »Jgr tv 
9 ■ 'Opni \ ^im 10:30pm 



23.8 

ttbrc- tv 
10 :OOpm 



24.3 23.3 

h ]vt -d wjar-tv 
7:00pm 7 :00pm 

18.3 

wpro-tv 
7 :00pm 



31.5 28.3 16.8 

wbrr-tT vvlvr-d 
9 30pm 7 .00pm 



wjar-tv 

7 :00pm 



29.3 

whlo- tv 
lo.30pm 

24.3 23.3 18.3 

wbre tv whlo-tf wpro-tv 

10 -00pm 7:00pm 10:30pm 



26.3 

wbrc-tv 

7 :00pm 



30.3 

«brc-tv 



24.8 

wlw -d 



9.8 

wlw-d 



\S 10.2 



16.5 19.2 15.7 

wens ttbfis tr wdsu-lr k>d-tv 
10.30pm S :00pm ln.Oopin lo.nopta 



16.2 

w bns- tv 
'> 30pm 



14.2 

wtvl 

V30pni 



20.5 

WdS!] tV 

1<> 3Vm 



29.0 

wd*n-tv 

»pm 



27.3 15.9 

tt-wl-tT ktv) 

'» <>pm f>:0ppn« 







8.7 

wtws 
15pm 


21.1 

«hi*v-tv 
6. »Opm 


18.4 

news 
> :00pm 




* Pulse <J e, « r i°'n« number by measuring which ita- 
r e< T lred b y boniw In the metropolitan area of i riven mar- 
sn nation itself may be outside metropolitan area of t be market 



29.3 

whre tT 
9:30pm 



19.8 


9.3 


wbre-tv 


w jar- It 


ltt Opm 


6 30pm 


35.5 




rtlll<v It 




t n 30pm 





20.8 

ttt»TP tV 

lo tipm 



28.3 20.8 

rthlo-tT wpro- tr 
7 30ptn 7 OOpni 



SPONSOR 


TIME 




BUYING 


— 


BASICS 





21.8 

wlar- 1* 
7:onpm 




SPONSOR 



RADIO 
BASICS 



SPONSOR 



TV 
BASICS 



nothing is as 
use-full in 
conditioning 
sponsors and 
agencies for 
fall and winter 
buying as 

Sponsor's 
Media Basics 



13th annual edition out 18 July 

Not a directory, not a shelf reference- 
but an up to date, fact-packed guide 
for buying tv radio time 



PRODUCTS OF 



SYRACUSE 

. . . important in the home 

Designed specifically for the average home, wherever it may be . this Uni-built 
fireplace is made by Syracuse's own Vega Industries ... is ready for use in less 
than a day. Ready for viewing, every day ... is that familiar spot on Syracuse 
dials, WHEN-TV. Programs designed for the average Syracusan . . . programs 
with better-than-average response. To put your product to use in less time 
than you think ... in Syracuse and all of Central New York, place it on 
WHEN-TV view. A call to the Katz Agency or WHEN-TV commercial manager, 
Fred Menzies, will put it in the spotlight. 





WHEN YOU WANT TO SELL SYRACUSE 

WHEN-TV 

CBS IN CENTRAL N. Y. 



A MEREDITH TELEVISION STATION AFFILIATED WITH BETTER 
HOMES & GARDENS AND SUCCESSFUL FARMING MAGAZINES 



KCMO KCMO-TV 
Kansas City 



•/ 



KPHO KPHO-TV^ 
Photnlx 



//KRMG/WOW WOW-TV / 
/ Tulsa/ Omaha / 



WHEN 
Syracuse 




lVhat\ happening in V. S, Cotrr rmtcnt 
that affects sponsors, ngenries, statimis. 



WASHINGTON WEEK 



9 MAY 1959 

Copyrlfhl 1959 
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A hearing examiner has been assigned aiul the FCC is ;il>ont to take oil on a 
probe of possible network monopoly o\t;r tv programing. 

Waiting on the sideline will be the Department of Justice, which has ahead) carried out 
a similar study. After the FCC has issued its findings, the JD will decide whether it should 
sue in the courts on antitrust grounds. 

Obviously, it's a Jong trail on which the FCC has embarked. It could take \ears be- 
fore any changes in present practices are dictated. 

Meantime FCC chief hearing examiner will undertake to build a record with such topic-* 
as these as the framework: 

ij The extent, if any, to which the networks and other* seek to achieve, or have achii:\ed, 
control of tv programing. 

2) How necessary or desirable, if any, is network control in the public interest? 

3) Do the networks bar in any way programs in which they have no control or financial 
interest, or exert a similar pressure on syndication? 

Of course, there'll be subtopics along the line of bow sponsors exert influence* over 
programing on the one hand and to what decree, on the other hand, the networks dictate to 
sponsors on their choice of programing, especially when it's network-owned or controlled. 

As a starter, examiner this week via witnesses from the three networks this week poured 
into the record statistical data about network time income, extent of network program owner- 
ship or financial participation, et cetera. The networks* top Jevel people can he rxpei ted to 
take the hearing spotlight when the prohe gets into questions of more cosmic implication. 



It was also a week in which tbe FCC, for the first time, publicly stated that for- 
mal talks are underway witb tbe Ollicc of Civil and Defense .Mobilization about the 
possibility of wholesale switches of tv channels. 

The announcement follows a recent FCC statement that such a trade would make pos>il>le 
as many as 50 continuous vhf channels, starting either with Channel 2 or present Channel 7. 
for commercial tv. Or 25 channels; or fewer, if necessary. 

The FCC says the aim will be to come up with a long range solution so that hundred* of 
millions of dollars won't be lost by broadcasters and billions in sets won't he outdated. 

Argues the FCC: something meanwhile inu>t be done to add stations. What it coutinues 
to favor is dropping in new stations at reduced mileage separations so that communities that 
have too few will have more vhf assignments. 

Firmly opposed to all this is the Association of Maximum Service Teleca<ters. 



The networks challenged last week tbe FCC proposal to ban web representation 
of non-owned stations for spot sales. 

They said they do not dominate this field, can't dominate it, and that such a ban would 
merely take away from stations their free choice of a rep. 

Some CBS spot sales stations have become parties to the challenge. 

The Station Reps Association, a week earlier, had told the FCC that the proposal should 
be adopted. It alleged that such representation creates a "conflict of interest." 
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Marketing tools, trends, news, 
in syndication and commercials 



f*> FILM-SCOPE 
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If the report of Sun OiFs latest buying is substantiate*!]* it eonhl be tin* begin- 
ning of a trend back to the "one piece" buying pattern. 

The report: Sun (Esty) has contracted for Ziv's Loek-Up in 60 markets for 26 weeks on 
an alternative week basis, in contrast to buying different shows in different markets. 

The change in Sun's pattern also would entail expansion of its market list and the short- 
ening of its contract period. 



The tv film business continues to look so attractive this year to outsider* that 
there's been a steady stream of investment companies trying to move into the field. 

Latest operator to make a bid for tv film status is Victor Muscat, whose interests are as 
diversified as that other recent entrant to tv film, the Buckeye Corporation. 

Initially, Muscat plans to spend $2 million for 26 feature films. Plans are also report- 
edly brewing for him to get 68 westerns, plus documentaries and subjects of the "free film" 
type, which will be handled through existing sales forces. 

His new firm, Victor Film Enterprises, is out to get a 10% return on its investment. 



Despite added competition this year, if s still possible for a national spot show 
to pull a rating that compares well with short network line-ups. 

Continental Baking's Annie Oakley (CBS Films), for example, scored a 23.1 Nielsen 
total audience rating in February; this was for 77 stations and was higher than 10 network 
shows with longer station lists. 

Coverage of Oakley was 78.3%; total audience was 7.9 million homes and average audi- 
ence, 6.8 million homes. 



Amoco has apparently found a solution to the problem of working towards a 
rating in competitive markets* namely, the cumulative approach. 

The gasoline advertiser placed CBS Films' L T . S. Border Patrol on \V ABC-TV, New York, 
for example, for twin showings there weekly in both the 10:30 p.m. Tuesday and 7:00 p.m. 
Saturday time period. 

The twist here is that previous double exposure practices in New York City have usually 
involved two different stations, except for re-runs and feature films, the latter types being frank- 
ly rumnlative in their approach to ratings. 



The charges often leveled against sVnilieators as being fast and trick} "'wheel- 
era anil dealers** brought a rebuttal hist week. 

Rejoined a film sales executive: "it's the agency that picks the cheapest show rather 
than the best or more suitable one that causes all the chaos in film selling." 

The informant accused certain agencies of trying to buy maximum tonnage of film for a 
minimum price in regional deals rather than recommending a particular program con- 
cept to the client. 
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FILM-SCOPE continued 



There*8 some feeling that no substantial iuerexise in syndication support from 
Ideal advertisers next season. 

For instance, KlMX's Kay llnbbaud noted in a recent field-spotters survey: "The rost 
of product has begun to reach maximum level for most local ad\ ertiscrs." 

Contrary to the general expectation, iTh often the lo\\*bndgrl siiow in syndiea* 
tidii that's llie most dependable money maker. 

1 here s hardl) a distributor tiial haj>n t hnu ^uine experience with a show brought in for 
a production budget of well under §10,000 a week, and while such shows reflect a low selling 
price, what's forgotten is that they generally have a great margin of profit. 

But note that most syndicalors will avoid the low-budget show if they can, bring- 
ing it in only when business is at a halt or when an operating profit has to be reported in the 
books on short notice. 



COMMERCIALS 



Horace Schwerin has spotlighted some ominous signs that lie ahead for com- 
mercials if they continue hi their present direction. 

Here are the salient points of his Toronto talk last week: 

1) Mediocrity and ineffectiveness: the over-all effectiveness of commercials has slumped 
considerably in tiie last two jears and what's worse, Uie ratio ol ab&olutel) ineffective commer- 
cials is on the increase. 

2) Viewer resistance to commercials is increasing and so*s the trend toward 
making a copy-cat of another commercial. 

3 J Brand life and competition: with brand life drastically shortened and competition at 
its heaviest, survival of each brand depends more than ever on unique and effective adver- 
tising. 

1 j Technique: the demonstration commercial is proving disappointing, while some of 
the best results are coining from the combined live action-and-animated spot. 

Schwerin suggested this solution: pretesting commercials even before the product 
itseli is tutl) de\ eloped. 

What Schwerin didn't cover: the real reasons why large advertisers often deliberately 
imitate the successful new techniques introduced h) smaller brands. 

Evidence is piling up which suggests that the surest way to create a Hop in the 
commercials area is to imitate somebody else's bit. 

According to R. 11. Bruskin tests, there were wide variation in audience ability to i» lent i f \ 
slogans used by different brands. 

For example, of those asked correctly identified the slogan ''You can be sure, it 

it's — with Westinghouse, while only 8 ( /o spotted Borden's as the product in the similar 

slogan, "If it's , it's got to be good." 

For more details on slogan and trademark toting, sec FILM WRAP-UP, page 61. 

hook for a three-fold rise in combined lhe-nctinii/nniiiiatinu couniierci.ils lln> 
\ear. 

According to Robert Lawrence Productions, the hybrid-!} pe of < nimnrreial will amount 
to 26/0 of production in 1959; last }ear it accounted for only 9*t. 

It is also expected that straight live*aclion commercials will retain their leader- 
ship in commercials, with 63V as their projected share for 1959; all-aniination commer- 
cials will ha\e an estimated ll^c share. 
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General Mills figure* that kids are more fickle in their tv program loyalties 

llimi tlu j y used to he in the days of radio. 

Today's youngster will ytick with a tv program ahont four years; the span for radio 
was at least six. 



If media sellers find members of the account group on Whitehall at Hates acting 
as if every dollar were coming out of their own pockets, there's a good reason. 
They all own stock in that company. 

Tv ami radio stations generally were unaffected by the Slcnderella Systems' fil- 
ing of a bankruptcy petition in the N.Y. Federal court. 

Some time ago they took the precaution of refusing to handle Slcnderella business 
unless the bill were paid in advance on a weekly basis. 



In the protocols of advertising it's considered smart to cover your tracks with other 
accounts in the house when you pitch something extra attractive to a client. 

A Madison Avenue agency is in an awkward position with a soap giant for failing to do 
so after it decided to recommend an established hour program to its No. 1 client. 



If yon have a program of super-quality, plus high name value, you can, obviously, 
still wangle a hiatus out of a tv network. 

it will happen in the ease of the Ford Fabulous 40 on NBC TV. Ford's entitled to 
return to the same Tuesday 10 o'clock spot in the fall of Y>0 after a 12-week layoff. 

Here's how a smart rep wound up with over I>0% of the hillings for a tv cam- 
paign that starts hi fall: 

The salesman assigned to the agency stayed there far a couple days contacting 
stations in a continuing effort to improve the schedules. 



Do you know what is deemed the cleverest example of agency egg-dancing? 
Analyzing last night's show at a meeting without mentioning any specifics 
about the show itself. 

The analyzer, naturally, hadn't watched the show, bat he mustn't let on. 

The next general CBS, Inc., v. p. whose star it would be interesting to watch is 
James Aubrey's. 

It's commonly believed that there's another highly strategic organizational move in 
the wind and that Aubrey has been marked for the ascensiou. 



What with network tv in a sellers' market, there already are indications that advertisers 
next season actually will have to earn their discounts to get them. 

In some cases clauses are being written into contracts stipulating the specific amount 
the ao\erli<er can he shortraled in case he wants out before a stipulated number of telecasts. 
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I Hothing else like it 

in Greater Hew York 



IN PROGRAMMING: The voice of WVNJ is 
unique. It's the only radio .station in the entire 
Metropolitan New York area that plays 
just Great Albums of Music from sign on to 
sign ofT — 365 days a year. 

IN AUDIENCE; So different, too. So largely 
adult — so able to buy — so able to persuade 
others to buy. And in Fssex Count) alone 
(pop. 983,000) WVNJ dominates in 
audience — in quality of audience — 
and in prestige. 

IN VALUE: It delivers the greater New York 
audience for less than 31c per thousand homes - 
by far the lowest cost of any radio station 
in the market. 




TELEVISION 

IN 

| KANSAS 

is 

KTVH 



SERVING PLUS 
14 OTHER IMPORTANT 
KANSAS COMMUNITIES 

Q LAI R TELEVISION ASSOCIATES 



HUTCHINSON 

• STUDIOS IN HUTCHINSON AND WICHITA ^ 
HOWARD 0. PETERSON. GEN. MGR. W 




buy 

KGMGTV 

TEX ARK AN A, Texas- Arkansas 
The 4-State POWERHOUSE 

Moximym Power Chomel 6 
Rftpretented by Venord, RJntoul & McConnell, Inc. 



National and regional buys 
in work noiv or recently completed 



TV BUYS 

Pillsbury Mills, Inc., Minneapolis, is preparing n OO-market cam- 
paign for its cake mixes. The scheduler- begin tliis month for four 
week.-. Minute and 20-seeond announcements-! during daytime slots 
are being placed: frequencies depend upon the market. The hu\er 
is Hal Tillson: the agenc\ is Leo Burnett Co., Inc.. Chicago. 

Lever Bros. Co., "Sew ^ ork. is adding schedule!* in scattered mar- 
kets for it? Praise soap. The new schedules ^ta it this month, run 
till the end of the year. Minute announcements during both day and 
night slots are being used: frequencies var\ from market to market. 
The hu\er is Sheldon Boden : the agency is ken\on & Fckhardt. N. Y. 

Ford Motor Co., Dearborn. Mich., is going into major markets 
with short-term schedules for its Ford Institutional advertising. The 
schedule* start this month: I. TVs and minute announcements during 
nighttime periods are being placed, with frequencies varying. The 
bmers are Lou Kenned) and Halph Bodle: the agency is Kenyon & 
Fckhardt. Inc.. New ^ ork. 

National Biscuit Co., New York, is kicking ofT schedules in various 
top markets for its l>e\ Instant Ki//: the campaign is to test a pre- 
mium offer. The nine-week schedules start this month. Minutes, day- 
time and early evening, are being slotted, with a children's audience 
in mind. Frequencies depend upon the market. The Inner is Bruce 
Small: the agenev is Ted Bates & Co.. Inc.. New York. 

RADIO BUYS 

P. Lorillard Co., New ^ ork, is going into major markets with a 
campaign for its Old Cold Filters*. Hie scheduler ^tart this month, 
run for *even week*. Minute 1 announcements during both da\tinie 
and nighttime segments are being u*ed: frequencies depend upon the 
market. The bu\er is Bob KelK ; the agenc\ N Lenuen X Newell. X. \ . 

Kelvinator Div., American Motors Corp., Detroit, is preparing 
short-lorin schedules in scattered markets for i I sr- appliance line. The 
hist ilight start> IU Ma\ ; the second, *°> June. Minnie announcements 
duiiug daUime slots are being placed; frequencies vary from market 
to market. The Inner is licit} Powell: the a»enc\ is Ce\er. Morey, 
Madden \ Ballard, Inc., New ^ ork. 

Richardson & Robins, Do\er, Del., is purchasing schedules in top 
markets to push its canned chicken fricassee and chicken a la king. 
The schedules start the third week in Ma\ and range from four to 
eight weeks in length. Minute announcements during duUinie periods 
are being slotted; frequencies depend upon the market. The buyer is 
Fd Papa/ion: the agency i* linn X Rogers. Philadelphia. 
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COUPLE AT SAT. NITE HOE-DOWN 
in the Land of Milk and^Kjpney! 






Frankly, our Wisconsin farm families are distinguishable today only 
" y their added incomes! This is truly the bountiful Land of Milk and 
nw. Thousands of big dairy farms . . . scores of clean small cities 
/ ... 400,000 families enjoying CBS-ch. 2 television. 



'J 




Haydn R Evan* Gen. Mgr., Rip. W«§d Television 




iP0.\M)K 
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ADVERTISERS 



WRAP-UP 

NEWS & IDEAS 
PICTURES 



REAL WESTERN WELCOME greeted Esther Williams when she appeared at recent benefit 
swim on behalf of Easter Seal Campaign in Phoenix, Ariz. On hand to show her the 'dry-land' 
sights were (I to r) Ray Odom, owner and general manager of K-HAT, Neil Leavitt, pro- 
gram director and ( half-hidden in rear at right) Bob Presley, the station's news director 




BROADCAST PIONEERS of WEJL, Scranton, represent 100 years in the broadcast industry. 
Receiving his "milte" insignia from Cecil Woodland, gen. mgr. 27 years, is Bill Pierce, prom, 
mgr. 30 years. Watching: (I to r) Guy Rauer, chief eng. 20 yrs. and Johnnie Waller, anncr. 23 yrs. 




Whitehall Laboratories got into 
tin* news la>t week on two fronts: 

1 i Hryan Houston resigned its 
Whitehall hu>hie>s (S3 million) for 
undated reason;* . hut some quarters 
helieved the m Iumii >temmed from the 
allocation of connnr>sionahle hillings. 

2) Among the *)-!() stations whose 
code seals were re\oked h\ the NAB 
T\ Committee la>t week there were 
-kneral who had refused to eancel 
their schedules- on W hitehall's Prepa- 
ration 11. a hemorrhoid treatment. 
The product, ohvioush. is not accept- 
ahle under the rode. 

According to Horace Schwerin, 
the only advertisers that will sur- 
\ive the next deeade are those 
ho Idly creative in new product 
dc\ elopment and in their use of 
television. 

Speaking hefore the Association of 
Canadian Ad\ ertiser.* in Toronto last 
week, the head of the research firm 




YOUTH WANTS TO KNOW and Cuba'sl 

Fidel Castro appeared recently at Harvard! 
Law School to answer their questions. Special! 
telecast was carried by WBZ-TV, Bostor] 



SPONSOR 
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bearing his name made l lust* t)l»t»rvn- 
I ions : 

1) T\ commercials haw >houu a 
marked drift Inward uiedioerit\. and 

2) Technological change?. MiggeM 
thai I lie life span of moM product* 
current!) being ad\erli*ed in l\ \> far 
shorter than e\en llie most worrisome 
advertisers foresee, 

A recent >nr\ e\ . by Sdiwerin. of 
13.000 l\ eonnnereials. n>in<r a sam- 
ple of l.2i million, came up with t hi> 
major finding : I lie o\ era II eiToe- 
ti\eness of tv ecini mereinls is do- 
elin i 1 1 ix. 

The reasons: i I i viewer resistance, 
i 2) lack of originalilx and ( '> I in- 
creased product competition. 

Vcqnisit inn : \nother di\ erinficat ion 
move for llie Ward Baking Co.. 
and ils first venture iulo llie \\ eM 
Coasl. willi il> ae(piisilion of the 
Johnston Pie Co.. Lo? \ngeles. 

Johnston will operale as a >ul»idi- 
ary of Ward, under ils present man- 
agement. Sale* for the pie compam 
in 19o*°>: Sl.n million. 



( linn [Kiign> : 

• The Borden Food?* Co. is Marl- 
ing an all-out pn>h for ils I nMmil 
Mnslied I'oUitnc* \ ia a promolion 
lo run mid-May thru \ugnM. It 
w ill combine print and t\ . earn ing 
a special oiler which will pa\ llie eon- 
dinner for sampling the piodm t. Hor- 
den ha> increased ils l\ spol schedule 
for the campaign, which will now run 
in 107 markels. 

• Arnold Bakeries, I'orl ( hesler. 
initiates. Ihis week, one of the largest 
campaigns in ils historx. lo continue 
throughout the war. \ spot radio 
schedule and print will appear from 
Maim 1 lo Virginia. \genc\ : ICiulner, 

• Alu in in u in Co. of America's 
annual promolion of il> sporting 
goods and leisiire-li\ ing product* re- 
turns to the air now. for iwo months. 
Main plans for llie campaign call for 
c\teiisi\e radio and t\ spots, plus net- 
work l\ \ia \lcoa s Mean Theater on 
NBC T\ and I Icon Present*, on 

\nc tv. 

• Lawn-Boy I'ower-Mowers has 

bought a saturation radii* schedule in 



the New ^ork Metropolitan aiea o> 
help its dealer** increase ^-alc**. 1 he 
common ials. mainh on \\ \ NJ. * ill 
feature the name** and addi v*-r* of 
more than 1 00 coupei at ing dealci*. 
\gf'nc\ : \\ ill Kim N. Nlie* i \d\ci 
lining. New ai k. 

Strielh [lcrsoii ucl : Ciiint Keeler. 

promoted to ad\crlising maiiagei of 
Pels \ (o.... \\ alter NeUon. 
named \.p. and general manager of 
Caiuh Cram. Inc. . . . Herbert Boa**. 
Jr.. elected a \.p. of The liudd Co.. 
Philadelphia . . . Kiehard Bail), 
named assistant lo the president of 
the Inirrongli^ Corp, 



AGENCIES 



\. A. Hack. rMrncuse. lias ^ohl ;i 
client. A. II. Bond, on the idea of 
using a teen-ager* sln>w to sell its 
Keepsake brand of diamonds. 

Pond s contract w ith American 
Bandstand ( MIC TV i is for a long 
term. 



RE-KO/L-ING WITH GLEE is Phyllis Himes 
as she receives a $2,000 checlc from Steve 
Shepard, sta. mgr. of KOIL. Omaha. Mrs. 
Himes dialed KOIL's secret telephone no. 




LATEST ON SUBS .s given by LCDR Wal- 
I lace Green to: ( I to r) Allan Grant of House- 
hold Finance Corp. and W. A. Ripte, gen. 
I mgr. WAST, Albany. Grant's firm is local 
sponsor of CNP's film series Silent Service 





MONKEY OR MULE, it's still good promotion! Here in picture at left. JB ( c mp star 
of WJBW. New Orleans, strums a tune on piano while show host AI Savi+2 istens. A+ right 
Irv Phillips, general manager of K-DAY, Monica and Mary Lu Stevens. Mrs. K-OAY discuss 

that station's "Name the Mule" contest with a four-tegged friend at Hoi 'y wood and V'ne 



< ) 



;New name: \fler a merger. I Jn!\. 
with \\ a^h i n*itt>n Market Research 
Co.. Houig-Couper. I larringtou & 
Miner's Seattle ohVe will be renamed 
Kraft. Smith X Khrig and headed 
by Warren 11 krafl. Sr. 'Hit* agcnc\ 
will continue a* ii 11 affiliate of il-C. 
H&M. 

Now agency : hi Mbuquerqne. W ill- 
niartli McCaffrey & Co.. with 
ofhees at 610 Gold Uenne. S.W . 
Principal oflirers: Philip Vilhnarth. 
Fred MeCaffre\ and Jack Stoller. 



New liraneh ollice 
Smith tV Ross lake? 



: Fuller & 

over tile Ft. 



\\ o rlli - 1 )alla* oflice of K\au> ^ \sso- 
f*iale«s. witli Stanley Srhlruther (for- 
mer partner of FA \ ) named a v. p. and 
office manager . . . Arthur K. 
)ln<:»(\ Inc., opening a Miami office 
at 150 S.F. 2nd Street, with Samuel 
Crispin manager. 

Svw locution; Henderson \d\er- 
lising. G) een\ i lit*. S. C. now at .">."> 
S. Plrasantburu Drive. 

W< ne> appointments: The Bett\ 
Zane < lorn Products Co.. Mat ion. 
Ohio, with spring ami summer plans 
for radio and t\ . to Dnn Kemper 
Cu.V DaUon office . . . Colt Firearm* 




WOC -TV ^ 

FOR BEST COVERAGE IN THE 
NATION'S 47th TV MARKET 

(Davenport, Iowa — Rock Island — Moline, Illinois) 

A comparison of coverage of TV stations in or overlap- 
ping the Davenport — Rock Island market area as 
reported in the Nielson Coverage Service No. 3 — 
Spring, 1958. 

Weekly Circulation 
Daytime Nighttime 



Station 

WOC-TV 
Station A 
Station B 
Station C 
Station D 



TV Homes 

438,480 
398,600 
340,240 
274,990 
229,260 



Monthly 
Coverage 

308,150 
278,900 
275,160 
208,300 
156,340 



263,430 
226,020 
229,710 
153,540 
127,240 



288,750 
258,860 
260,190 
191,010 
146,620 
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WOC-TV is No. 1 in the 
nation's i'tli TV market — lead- 
ing in TV homes (-138,180), 
monthly coverage and weekly 
circulation — day and nighi — 
as reported in the Nielson 
Coverage Service No. 3, Spring, 
195*8. For further facts and Inc- 
est availahihiics, call your PCAV 
Colonel . . . NOW! 



WOC-TV Oovcnpof I, Iowa is poM af Cenlrol 
Broodcosting Co., which olso owns ond operotcs 
WHO TV ond WHO Rodio. Dc* Moines, lowo 



Co.. hilling sonic 5200,000. from 
Adams & Keyes to EWK&R. 

Thisn 'iT data: William IMeutli- 
ner. v. p. of BBDO will deliver two 
talks in Southern California this week. 
The one. to the DeSoto Dealers Asso- 
ciation on *"3J> Way* To Impro\e 
Compnm Communications*" . . . An- 
other speech note: Marion Forsler. 
associate research director of Comp- 
ton spoke on "Market Research in 
Relation to \dvertiMii{r M before the 
Fashion Reporting and Retail Adver- 
tising cla*s of the Laboratory Insti- 
tute <»f Mci chandiMng last week. 

Tliev m ere elected \ ,p."s : Louis 
Redmond, at Ogib y. Benson & 
Mather . . . Robert Sehmelzer. a 
\.p. and account supervisor of BRDO. 
joins B&B ib a v. p. and management 
supervisor . . . Ray Rnsner, at Grey 
. . . Clemens Hathaway, at SSC&B 
. . . Juhn Myers. Jr.. at Holland. 
Barta & Co.. Boston. 

Other personnel moves : Victor 
Bloede. \ .p. and creathe director of 
fk\R. elected to the hoard . . . John 
Kiiiieniu Hdwnrd Myer and Jerry 
StolzolT. elected to the hoard at Grey 
. . . Robert Stain plenum, to ac- 
count director at North Advertising. 
Ghieago . . . Hal Mullen, to account 
group supervisor and Robert Gciitc- 
iiKin. to account executive at BBDO. 
Boston . . . Barbara Hulhrook and 
\\ illiam Maloney* to copywriters at 
B&B . . . Jack Harwnod. to account 
executive of Tavlor-Xorsworthy. Inc.. 
Dallas . . . John Rich, to account 
executive of C. J. La Roche . . . 
William Dndson. to radio-tv direc- 
tor of Robert M. Gamble. Jr.. Wash- 
ington. I). C. 



ASSOCIATIONS 



The '1\ Board ol the N YB gave 
the go-ahead sign Tor a commit- 
tee to carry forward plans for a 
industry-wide public information 
program. 

Tin* committee, to he headed 1>\ C. 
Wrede Peters nte* or. Corinthian 
Broadcasting president, will seek to 
bring to "all elements of the \meri- 
can public a greater understanding 
of l\"s obligation and desire to serve 
lhe interests of all segment* of the 
\mei iean audience. * 
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Alberta Meats 
Adorn Hair Spray 
Alka-Seltzer 
Anahist 

Avon Cosmetics 
B.C. Tree Fruit 
Bonus Foods 
Bosco 

B.A. Paints 
British American Oil 
Campbell Soups 
Canada Nut 

Canada Safeway Stores 
Canadian Western Ins. 
Carter Products 
Arrid 

Arrid Roll On 

Carters Liver Pills 

Rise 
C I L Paints 
CKNW 
Colgate 

Lustre Creme Shampoo 



Look who's selling 
on KVOS TV 

These leading advertisers 
consistently use KVOS TV to 

sell the people of British Columbia. 



Brisk 

Dental Cream 
Halo 
Vel 

Pink Liquid Vel 
Cunningham Drugs 
Dominion Rubber 
Drano 
Ex Lax 
Feen-A-Mint 
Fels Soaps 
Fishers Flour 
Five-Day Deodorant 
French's 
General Paint 
Great Northern Railway 
Grey Dunn Biscuits 
Happy Henry Juices 
Hazel Bishop 
Hudson's Bay 
Imperial Tobacco 
Jergens Lotion 
Kelloggs 
Lever 
Wisk 
All 

Good Luck Marg. 
Lux 

Liquid Lux 
Surf 

Pepsodent 
Lushus 
Max Factor 
Maybelline 

McColls Peanut Butter 
Mennen 
Minute Maid 
Nabob Foods 
Nescafe 
Nytol 
Omego Oil 
One-a-Day Vitamins 
Pacific Meats 
P & G 
Tide 



Ivory Snow 
Ivory Soap 
Joy 
Crisco 
Camay 

Spic and Span 

Cheer 

Dreft 

Oxydol 

Gleem 
Proctor Electric 
Q Tips 
Quaker Oats 
Rock City Tobacco 
Rothmans Cigarettes 
Royal City Foods 
Salada Tea 
Sanka 

Saran Wrap 
Sealy Mattress 
Shell 
Shulton 
Simpson Sears 
Standard Oil 
Star Weekly 
Sterling Drugs 
Super Valu Stores 
Supreme Drugs 
Templeton's 
Texaco 

Uncle Ben's Rice 
Vicks 

Vaporub 

Cold Tablets 

Vatronol 
Westminster Paper 
Whitehall Pharm. 

Anacin 

Heet 

Outgro 

Bisodel 

Kesden 
Wildroot 
Windex 
Woodward's 




Plus S2 t 00() TV homes in Northwest Washington 



one TV station had to be unique 



VANCOUVER OFFICES -1687 W Broadway, CHerry 514 
STOVIN-BYLES LIMITED Montreal, Toronto, Winnipeg 
FORJOE TV INC. — New York, Chicago, Los Angeles, San Fra^c sco 
ART MOORE and ASSOCIATES -Seattle. Portland 



KVOS TV 

(CANABA)ITB. 



Merger prospects: \ committee 
from the American Federation of 
r lV and Radio \rtists will meet 
with representatives of the Scrmi 
\ctors Guild in I lollv w ood this 
weekend for thU purpose: 

lo discuss llu* selection of an im- 
parl iu I research organization which 
will — 1 1 1< I \ ihe feasibility of a merger 
of the two talent unions. 

T\ is iMMMSsiirv to meet the chal- 
lenge of population shifts which 
are bringing about changed sell- 
ing habits, said Howard \bra- 
liains. Tv B's v.p.. retail sales. 

Speaking at the nntional coin en- 
I i < ni of Vnicrican Women in Ha- 
dio-T\. at \ew York\ \\ aldorf- 
\storia ill week. \brahains noted: 

"Ihe need of retailers is to sell 
people to come to theii store for the 
Juh ant ages which their -tore offers. 
I\ is the most logical medium for 
«lorc image selling. 

New oflieers of the \\ est Virginia 
Broadcasters: Vssoeiation : 

President. C. Leslie Collidav. gen- 
eral manager of \\ FPM. Martins- 
luirg; \.p.. John Shotl. \VI1IS-T\. 
lilnefield. and Secrctan -treasurer. \, 
\\. \iekei>. of WOW.' Oak Hill. 

K ndos : to the M iehigan Vssoeia- 
tion of Broad rasters, a special 
award for outstanding service in the 
eaiHe of safetv from the Michigan 
>afet\ Council . . . Until Andre, di- 
i ertor of the \ 1 1 11 Pilbbnn Home 
Nrv iee ( (Miter, named \dvoi 
tising \\ oman of tin* ^ oar 1>\ the 
Wonit ii - \d\eitising Club of Minne- 
apolis. 



FILM 



V heightened pace of film pro- 
duet ion activity lias become no- 
ticeable as t\ Mipplicrs began lo 
enlarge their fall program port- 
folios. 

I lie follow in;* vv ere su<h produc- 
tion moves ninde last week: 

• W alter >ch\\ innner went into a 
m ooud vear of ( Itautpiouship Ihidge 
w 1 1 1 1 ( harle> ( )oren. 

• Mien \. I' mil w illidrew hi> 
(.tint/iff Camera hlm> from I \ \ dis- 
tribution to freshen the scries with 
?iev\ production md exploitation 
plnns. 

• lb-lea**** ol >2."> million in hloekcd 



funds in Spain for Iv film production 
signalized with start of shooting on 
itabian \ ights series. 

New availabilities: \BC Films has 
culled lo half-hour westerns from 
various anthologies for sale as a sum- 
mer replacement series . . . Dynamic 
Film? will make read) up to ~>2 half- 
honrs of Speed (Classics on various 
racing spoi ls . . . VI A put the 20th 
Century Fox flour into international 
distribution. 

^ales: TIC sold (.aunonhaU lo the 
Mexican subsidiary of General Tire 
Co, . . . MC Vs Secret Agent 7 to 
Kroger Co. in \tlanta and Falstaff 
Brewing in Lo* \ngelcs . . . ABC 
Films mi miner western package sold 
to KCOP-TV. Los \ngele>: \\ DBJ- 
TV. Boanoke: KFSD-TV. San Dieiro: 
WLOS-TV. \shoville; KCUN-f V. 
IT CS0\: KWTV-TY. Oklahoma 
Citv: KMBCTV, Kansas Citv: and 
W:\EP-TV, Serai. ton . . . MCA -TV"? 
Faramomii features package signed 
by K0\0-TV. San Antonio and 
WJ \C-TV, John-town- Alloona . . . 
\T\'s International Package of mo- 
tion picture* reported sold to WBBM- 
TV. Chicago: \\"\ \C-TV. Boston: 
WT1L-TY, Philadelphia: WILNC-TV. 
New Haven; KT.\T-TV. Seattle: 
WPST-TV. Miami: WWL-TV. New 
Orleans: WISH-TV. Indianapolis: 
KIMIO-TV. Phoenix: WHYX-TV. 
Springfield. Mass.: K11TV. Little 
bock: \\ LKB-TX. Lebanon: WKTV. 
I lira: and KCLO-TV. Mason Citv . 

More sales: Ziv reports l'KV) first 
miarter sv ndieation business 'M*' t 
ahead of last \ear . . . Analysis of 
\e\\ ^ ork stations carrying Ziv >v u- 
dieutcd shows indicated following 
quantities of respective first-run and 
ic-riin shows: \Y\BC-TV. 2 and \\\ 
\\ OB-TV. I and 7: WCBS-TV. 2 ami 
I: \VBC\-TY. 1 and none: WMAV- 
TV. 1 and I : WP1X-TV. 2 and none: 
hut note nine first-run? in total reflect 
sev en shows plus two "double-ex - 
po*nre«." 

Production : Screen Cems signed 
production contracts with 1 )a\ id L. 
Wolper for latter to function as indc- 
peudeiit production unit . . . Tclefox 
f ilm Production*- of \ anroiiv er, 
Canada, is offering a I BO foot .nlcnt 
film suitable for "voice over" news. 

Prude notes: (uie>t speaking at the 



\\\BT luncheon last week noted the 
importance of video tape in attracting 
local retail advertising . . . The Na- 
tional Film Hoard of Canada ex- 
panded its tv services with a library 
available to stations: \merican offices 
are at Canada House. New York. 

Promotion: CNP's Silent Service on 
\V\ST-TV. Albany. \. Y.. was pro- 
moted with visits of I SS Hardhead, a 
fleet-type submarine. 

Commercials: The Kappa Company 
of Atlanta lias been formed to make 
and distribute "ready-made" anima- 
tion commercial* for brand name 
matting . . . Xew York animators 
have formed the \nimation Pro- 
ducers Association . . . Animation 
K< piipinent Company reports avail- 
abilit\ of an 0x1 terry aerial image 
unit for use with animation stands 
. , . Music Makers completed scoring 
of Ivors Soap and Pepsi -Col a com- 
mercials: respective producers deliv- 
ering films for each were Elliot. Un- 
ger \ Elliot and Jerry Ansel Produc- 
tions. 

Commercials veseareh : Identifica- 
tion scores earned by advertising 
trade marks and slogans in recent R. 
II. Ihuskin tests were as follows: 
Smith Brother.* trademark. 73 r J : 
("oca-Cola slogan. CAY t : Prudential 
trademark. .*>7' i : Zest slogan. d6' J : 
CBS eve trademark. 3« r ; : Bnick 
model names. 36 r V : DnPont slogan, 
27',: Yellow Pages slogan. 17 r ; : 
Clairol slogan. 10 r (' : high score for 
association was Dinah Shore with 
Chev rolet. IWY < . 

Strictly personnel: Howard 
(diristenseu joined I \-TV as cen- 
tral regional sales manager . . , 
Joseph P. Give ne to Kov Rogers 
Sv ndieation as eastern sales man- 
ager . . . I TC named following new 
syndication account executives: 
Charles (». Pye. Jr. and Prank 
Spiegebimii in 1101 thea>t. John A. 
Thayer, Jr.. John K. Howard and 
James P. Dodd in southeast and 
Yale Pasker in midwest . . . S, L. 
"StretelP" \dler joins Oflicial Films 
a^ sales diiector . . . James II. Me- 
Cormick to X<*w ^ ork office of CBS 
Films as account supervisor . . . 
Joining XT \ advertising department 
are Plliott Vines. Pdgar ICrnpiu- 
^ki and W illiani Weinstein. 
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The majestic beauty of a harp weaves a 
mood so vital to good music that only the 
best Is good enough for the symphony 
conductor. 

This same "quality touch" and ceaseless 
devotion In achieving the best Is also 
what sets apart great radio and television 
stations from the rest. 




radio & television 

d a 1 1 a s 
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NETWORKS 



The 11*0 of ml work t\ In smaller 
advertisers will expand, and be- 
come ;i si«zn id cant trend on « ■ 1 1 
the networks in the next I 0 vonrs. 

So predicted lln*rli M. Heville 
Jr.. v. p.. planning mid research^ WV .. 
at the llh IVislri< I Convention of Hi * 
A FA in St. Pelershurjr. Fin. hist week. 

Bevillc c ited die ]>a r t ie ij ><it i n*r spon- 
sorship ] bittern of Today and Jack 
Vaur as a means 4, to «ive the spon- 
sor with less tlniii a million-dollar 
budget an opportunity to use our 
medium/* 

lo highlight what the smaller bud- 
pet advertiser> were contributing, he 
noted: *"ln ]'>.">ti. one out of four of 
our tv network sponsors was spending 
less than $50,000 for gross time. And 
91 advertiser* T more than half oni 
clients, spent under >2.">tU)00." 

ABC Radio report- that with the 
addition of 25 new sponsor* net sale? 
for the second quarter. 1950 will "far 
exceed sales for the eomparalde period 
in l95o." \mong the new advers- 
ers: \nieriean Home. Clairol. Cadil- 



lac. General Motors. Colgate. Dr. 
Pepper. \. F. Stale\ Mfg. and Lan- 
der*. Fran ^ Clark (Parker Fen). 



\e! \\ renewals: Bristol-M) ers 

l DCSXS) for MIC TV* Peter Gunn. 
which will continue in its same time 
slot next fall . . . General Eleetrie 
( BHDO I . is in for the sixth season of 
its C. E. Theater on CHS TV . . . 
Miles Luh* (Geoffrey Wade) for 52 
weeks more of \1>C TV s Rifleman 
and half of // ednesdin \ight Fights 
. . . Sealtesl ( \yei ) for full sponsor- 
ship of W\C TV s Hat Masterson next 
season. (See page 59. this issue, for 
tin- fceasonV ca>nall\ rale. ) 

Network notes : General Mills" 
Whoaties ( Knnx-Koeve*. Minne- 
apolis I bought onedialf of the Russia 
\> \\l traeknieet scheduled for 19 
J iih. The meet will run 90 minute* 
on XHC. w ith \\ heaties sponsoring 

15-minutes of it . . . Krnie Kovaks 
will he featured in a one-hour special 
for Renault (MAID via XHC TV 
22 May . . . Summer replacement : 
Too ) ou rig To (?o Steady* a live 
situation corned} series starring Don 

\meehe and Joan liemietl. for Olds- 
mobile ( Ih olher I . to replace the 
Oldsniohile Theater on M>CT\ starl- 
ing II Mav . 

\ew network affiliates: WTOD. 
Toledo, to CHS Hadio . . . WTIT. 
Tupelo. Miss, and Will P. Bonneville, 
Miss, to VUG Uadio . . . K0T1-TV, 
Klamath Falls. Ore. to AUG TV . . . 
Kiglil weekh commercial hours of 
programing were taken over from the 
Don Fee Broadcast ing SvMein and 
added to \11C Pacific Coasl Regional 
Radio \et\\ ork. 

On tin' personnel front : lack 
Slnppler. to the newly-created post 
of snles sei \ i<v manager for CHS 
Radio . . . Michael Miiialian. to 
director of t\ production operations 
for MSG P\ . . . GlilTord Mandell. 
to feaure editor of CHS T\ press in- 
formation department . . . Sherman 
Vdler. to account exernlhc at CBS 
Radio. 

Merc'* T\ B*s estimated expendi- 
tures (as compiled h> LW-BAH) 
of tin top network company ad- 
\ertisees. followed b\ the top net- 
work brand ad%erlisers. for Kele 
riiai'N. 1959; 





COA1FAM 


GROSS TIME 






COSTS 


1. 


r ,x (; 


S 1.085.1 92 


2. 


Lever 


2.171.076 


5. 


\ineriean Home 


2.o:^5 r 6H0 


1. 


General Foods 


1.908,128 


5. 


Colgate-Pahnolhe 


1.001,726 


(>. 


General Motors 


L6R5.072 




R. J. Reynolds 


1.207,029 


< > 

o. 


Vnierican Tobacco 


1,142,741 


9. 


Sterling Drug 


1,094.829 


10. 


l\ Lorillard 


1,078,333 


11. 


General Mills 


1.051,461 


12. 


Bristol-Myers 


99L967 


13. 


Pharmacenticals 


986,859 


i i 
i i . 


Liggett 6k M\ ers 


VuU.ZoU 


15. 


Ford 


055,835 




BR AM) 


GROSS TIME 






COSTS 


1. 


\naein 


3710.627 


2, 


Viccro\ 


605.133 


>. 


Tide 


600.812 


L 


Clie\ rolet 


592.353 


5. 


Bayer \spirin 


527.855 


6. 


Dristan 


197,015 


< . 


Camel 


191.436 


( >. 


Ford 


167,663 


9. 


Kent 


160,121 


10. 


BulTerin 


155,93 1 


1 1. 


Winston 


131,192 


12. 


Fall Mall 


120,609 


13. 


(Colgate Dental Cr. 


106,171 


I 1. 


Dodge 


397,169 


15. 


L ,\ M Fillci 


379,755 



REPRESENTATIVES 



Tile Kat/. Vueiie\ will begin hold- 
ing a series of meetings with admen 
and ad\erlisers to stress this point; 
The nation's summer buying 
habits are a prime selling point 
for spot t\ . 

According to kaiz. 25' < of all re- 
tail sales- are made during the sum- 
mer: tin 4 - season accounts for 27 1 {>% 
of the wear's gasoline sales. 'X.V't of 
tire sales. 31', of food freezer ^ale?. 
and I9 r < of luu»ai>e sales. 



Hep appointments : KS VV, San 
Francisco and KLIO. Fort laud, to 
Fanl 11. Hayniei Go. . . . WSBA. 
V>rk-Lancasicrdlarrisbiug. to Hoh- 
ert E. Eastman X Co. . . . K0N0- 



wherever they be 
it's 




5000 
Walts 



IN N.Y,C/ & VICINITY 

first in the 
Negro Community 



WOV- 



NEW YORK 

Representatives: John E. Pearson Co. 



(•(; 
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in 

South 
Florida 
WTVJ 

beats 
every 
other 
station 





FACTS 



margin 



MORE SUMMERTIME VIEWING IN SOUTH FLORIDA 

. . . than in entire country 

Summertime is viewing time in South Florida — average sets-in-use higher than for 
all U.S.A. That's why summertime is selling time — with WTVJ! 
SETS-IN-USE ARB 1958 
(June - August average) 

Noon to 6:00 P.M. 6:00 P.M. to Midnight 
Monday - Friday Sunday thru Saturday 



Only WTVJ 

— with 
unduplicQted 
network signal 
delivers TOTAL 
COVERAGE of 
South Florida! 



MIAMI 



19.9 




Eastern Time Zone 
All U.S.A. 



17.1 
17.0 



39.1 
38. 



WTVJ Sells this Large South Florida Audience of 1,556,000 Persons as No Other Station Can! 
See ARB! See NCS #3 See your PGW colonel! 



WTVJ 




Channel 

Represented Nationally by; Peters, Griffin, Woodward, Inc. 
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AM X V\. >an Vntonio ami k-M /. 
Houston, to Tin* Kill/. A<*eney. 

St ri e 1 1 v p c on neh Rohrrt 
Sehntte. to v.p. of Hohert K. lf,ast- 
man \ Co. , . . Ralph (blazer, to 
manager uf the San Francisco otlice 
of CHS Radio Spot Salt - . . . W alter 
Sell wnrl/.. to Detroit sales manager 
for \M Harlio Side> Co. . . . Owen 
Elliot, t * ► radio-h account executive 
with tin 1 lininlnim Co.. Dallas . . . 
John DoSeher. Robert Bryan and 
Thomas Tilson. to aeeonut cxtru- 
lives with T\ Vd\ erlisrn<i Reps. Inc. 



RADIO STATIONS 



Based oh Ihimiics* trendy during 
the first quarter of this year, I lit* 
NAB estimates a nut ionw ide in- 
crease of in radio revenues 
for 1939 and an increase of 
7.2<^ for Iv. 

The estimates were made in connec- 
tion with 11 financial survey. \*\ \ VB. 
of 7.H3 radio stations and 19."> tv 
stations. 

New programing eoneept: V >t ud\ 

on the listening ha hits in New ( )r- 
leans h\ the Tar low Associates for 
tlieir WJBW pointed this out: Most 
dial turning \> done on the hour 
and on the lialf-Iionr. 

The station** innovation: Music is 
now aired from to :02 and :2J> to 
:'V2. with a fi\e-minule neus-cast fea- 
tured l."i minute- hefore the hoar. 



Ideas at work : 

• ('ome fl\ a kit**- was the hea\\ 
on-the-air promotion used 1>\ KIOA. 
Des Moines for its recent "Jligh Fl\ - 
in<: Kite (Contest. The action took 
place on a \ aeant lot. with >ome 100 
\ oungMers pa rlieipalhii!. and three 
times that nnmher turning out lo view 
the e\ cut. 

• W N V\. ^ ankton-Sioux Cit\ has 
just completed what it terms "the 
largest sport* e\ent ev er sponsored 1>\ 
n radio station." The l()th annual 
\\ \ V\ 6-State Howling lournanent. 
drawing a record 12.3oJi bowler? \\- 
ing for S45.O00 in cash prizes and 
S5./i0() in merchandise. 

• V contest worth a million: 
WKBW. Buffalo just concluded it- 
"\\ in V Million" promotion with 
the w inning pair set for a ti ip to 
Pari- for a two-week all-expense paid 
Natation worth a million francs. 

• WZII*. Cincinnati participated 
in the Home hhow \ia a "You 11 Ap- 
preciate the 1 h'flerenee" booth 
where \ isitoi s taped tlieir voices. V 
week later the tape> were aired, with 
prize- offered to persons recognizing 
their voices. 

• The) took to tin* air: K-KZ^ . 
Los Vngelcs. to promote going on the 
aii will invite listeners to paitieipate 
during its testing period via a travel- 
ing light message 3(1 ft, long and 10 
ft. high trailed behind an airplane, 
bearing the station's rail letters. 

• New idea for fisherman: WOK. 
New ^ ork began airing a "WhemTo- 
Co-Fishing" timetable that tells the 



hours when fish will or will not bite 
each da\ of the week, in salt or fresh 
water, and where the) re located. 

Financial report: First quarter ra- 
dio billings for Balaban's WIL, St. 
Louis: 1 12' f ahead of the same peri- 
od a year ago and a 169' « increase 
for the station on a Mareh-lo-Mareh 
basis. 

Station purchases: Kl'AM & 
KPFM, Portland, Ore., to a group of 
Portland people headed by F. Denicw 
M\lar ? operator of KKW C. Forest 
Gro\e. Ore. . . . WRIT. Inc.. -Mine- 
ola r Long 1-land. to VI V Radio 
Inc.. owned joint!) b\ Martin Stone 
and John ila\ Whittle) . 

Business notes: The Cora-Cola Bot- 
tling Co. of California, for a heav\ 
schedule between now ami the end of 
the \eai on A. San Francisco . . . 
Fl) mouthd)e$oto dealers for two 
news segments daih on KFW B, 
llolKwood . . . Sports note: WOK, 
New York, to air for the second sea- 
son, the 19.">9 West Point football 
games. 

.Meeting note,*: The San Francisco 
conference on local public sen ice 
programing, third industrywide gath- 
ering held under the auspices of 
WcMnigliouse Broadcasting, set 
for 21-23 September, at Stanford I ni- 
sersih ... V Multiplexing Semi- 
nar at the Chamberlin Hotel. Old 
Point Comfort. \a. F6 June. 



Sell i hp; (lie Western \eie York radio marhel 



WGR Radio's new fresh-air programming concept features modern album music specially selected for 
young adults. Carefully mixed with up-to the-minute, frequent newscasts and top sports coverage. WGR's 
new concept is winning bigger audiences in Western New York. 

Tor grocery product advertisers, WGR Radio offers at no extra cost the most effective point of-purchase 
merchandising plan in Western New York. Qualified thirteen-week advertisers get one week of preferred- 
position displays in Buffalo food stores, including 120 A&P and Nu Way super markets. WGR's mobile 
"Studio 55" broadcasts from different high traffic super market locations every week. 



For more information about merchandising and fresh-air availablities on WGR in Buffalo, call Peters, 
Griffin, Woodward. 
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there's been a 

switch 

in Portland, Oregon 



KPTV, Portland, has switched to the exciting ABC Network- 
and what a hot new circuit it is for advertisers! Now you get 
KPTV's top-rated local shows (more premium film packages than 
any other Portland station) combined with ABC's sensational 
rating story in the Oregon market * — plus over 60,000 bonus 
homes from new cable hook-ups and translators throughout 
Oregon and S.W.Washington. Call your Katz office today! 



* C'^rm <i ten*-\r his > 



Top Network r Top Local 



Bonus Viewers 



BEST BUY 



channel 



Oregon's FIRST Television Station 



Represented by the Katz Agency, i«c. 
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Antony those awarded hv the In- 
stitute for Kdncatinu hv Iwulio- 
Tv at Ohio Suite* I niversity tliis 
w oek : 

V\ imarv s choo| Broadcast : Tell Me 
1 Siorr. K ITS, Minneapolis 
I ntcrmediato School Broadcasts : 
Mluus \eus. WF1L, Philadelphia 
Personal ami S<»< ial Problems: Es- 
eape From Cage, \\ C FT, Cincinnati: 
The Human Heart. KliO.VT\, Sau 
Francisco. 

Kudos: WSft-AM X TV. \tlanta. 
top honors for outstanding handling 
of nev\-> bv the Ga. \ssociated Frcs^ 
Broadcaster* \ssoeiatioii . . . llerh 
Leo. of \\ K IA . La Crosse, grand 
award trophy for the outstanding pro- 
motion 1m his station earning the 
Milwaukee Braves game**, from Math- 
isson & \ssociales. Milwaukee . . . 
Joe Phipps. director of news opei - 
lions'. WWDC. Washington, awarded 
for radio editorial- b\ the National 
Headlines Club. 



Station staffers: John Sullivan, to 

general manager of \V\~FA\, New 
^ ork . . . Milton Klein, to heroine 
general manager of Kl\. San Fran- 
< isco-Oaklaud when the FCC approves 
t he ( i ow ell-Collier purchase . . . 
Hono r Odoui. to general manager 
and Bok Koitzel. to general sales 
manager of KI50W . San Francisco 
. . . Larrv Roberta, to manager of 

KW1Q. Moses Fake. Wash Man- 

ry Karroll. to local sales manager of 
vhlHC. Birmingham . . . Bill Heed, 
to spoils director at KllOV. Denver 
. . . Frank Hunt, to the sale & stall. 
\YTC\. Minneapolis-St. Paul, 

Mon* personnel new's; Mitchell 
I a % \% is. named national director of 
advertising and pnhlicitv for the Mr- 
I .endon Corp. . . . Mel Levin e. to 
a*-'Manl manager of W 1 \ 0 \'_ lioa- 
noke. Va. . . . Glenn Allen Jr., to 
Nation manager of \\T U. Flint. 
Mich. . , , Bead Wight, a v.]). for 
radio-t\ at J. M. Mathes. joins 
\\ P \ I , \ev\ ^ ork a^ director of cli- 
eni relations . . Kdward MvinofF 
to director of news and special events 
for W \K;M. York . . . Olga 

Blohm. general manager of Stand- 
ard Hadio 1 ranscription Services, re- 
signed to lake an executive position 
w ith Princes* Pearl ( o. 



TV STATIONS 



Latest episode in the light hv tv 
stations to keep community an- 
tenna sv steins i'roin relaying their 
programs- : 

Three Salt Fake Cits stations. 
Kl TV. KTVT and KSL-TV have 
filed it against the operator of a 
community antenna sv^tcm and a 
mierowav e relay company to del er- 
mine : 

1 > \\ hat rights broadcasting stations 
have in its signal, and 

2 1 th* 1 use of such signal for com- 
mercial purposes v\ ithont a sta- 
tion^ consent. 



\RB's expansion plans, to stm t 
in the Kail, include: 

1) Samples of all 3.072 l\ S. coun- 
ties phis Alaska and Hawaii, and 

2 ) Total area report.* hv (juarter- 
hour periods for all tv markets as 
well as miarter-hour total area re- 
ports for the more than 500 tv 
station* in the country. The in- 
formation will he released at least 
semi-annually. 

Idea?* at work: 

• Wll \S TV, Louisv ille. has 
com* 1 up with an audience contest to 
hoth hoost participation at the studio 
and view ing at home. Called the 
''One A 1 ill i * >ti Friends" content, it will 
celebrate the arrival of the one mil- 
lionth visitor. \ iewers partake via 
-ending in their guesses as to the ex- 
act dale and lime the person v\ill 
ai rive. 

• To promote their affiliation v\ith 
CBS TV. Wi l l TV. Milwaukee, rent, 
ed a sky-writing plane which wrote 
*'<>" (station's channel) and "CB> 

6 over the Milwaukee Brave*" Coun- 
ty Stadium on the season's first Ladies 
Day. The letters and nnmhor could 
he seen over a 2o-mile area. 

• WBKB. Chicago, has made 
availahle to sponsors of its JJ eatlier 
by Radar program a lo-page weather 
booklet. It s being made up for cli- 
ents purchasing one oj more iive- 
minute periods for Y.\ weeks, and has, 
on its covers', tin* sponsor s name. 



Thi.HU "n" data: Major League Basc- 
hall \< being t devised, for the first 
time in color on a local and regional 
ha*!*-, via WlAV-T. Cincinnati . . . 



Another first: WJAR-TN . Provi- 
dence, will televise, for the first lime 
in that state, proceedings live from 
the Count) Courthouse . . . KlMK- 
T\ . St. Louis, played host recently 
at a dinner honoring Kichard Rogers 
. . . (mange in call letters: Corin- 
thian's KBLT-T\, Sacramento, to 
KXTV isee Kadio-Tv Newsmaker, 
page 71) ... \V\VZ. Inc.. Detroit, 
will dedicate its new $ I million Broad- 
cast ilou^e I June . . . Tv H is 
disl ributiug some 5.000 brochures, 
dubbed i% \ nv itatiun" to acquaint 
agencies and advertisers with the 
manv Bureau services available. 



On the personnel front: A. IL 
Constant, to the newly-created post 
of station manager for KROX-TV, 
San Francisco . . . Boh (my, to pro- 
gram director. WWL-TV. \ew Or- 
leans ... I). Merle Gore, to sales 
service manager. WSPD-TV, Toledo 
. . . George Wilson, to merchan- 
dising and promotion director of 
WSTV. Inc., Steubenville, 0. . . . 
Saul Kosenzwei^. to general sales 
manager. WLOS-TV, Asbeville-Green- 
ville-Spartanhnrg . . . William Mor- 
rison, to sales manager. KKOVTV 
& 1 M. San Francisco . . . Howard 
Ca hi well, to new s director of 
WFBMTV, Indianapolis . . . John 
Mayasieh. to the sales staff at 
\VFB\\ Green Bay . . . Jack Bo- 
zarth. to the tv sales and planning 
department and Jack Simon to staff 
director of Sports Network, Inc. . . . 
K. Leo Derrick. Jr.. to promotion 
manager. WFMY-TV. Greensboro, 
\. C. 

More personnel news: Hohert 
Xowsliain. named sales manager of 
WJZ-TW Baltimore . . . James 
llirseh. to director of national sales 
for Tv B . . . Ma\ Bice, to head 
KTAT-AM-TV. Tacoma . . . Bill 
llobbs. to local sales manager, 
\\TA\- r rV. Dallas . . . Jack Gen- 
num. to station manager, \\ T VFR, 
Green Bay . . . Anthony llennig. to 
v.p. in charge of videotape and closed 
circuit operations for SporN \etwork 
. . . Henry llines. to director of ad- 
vertising and promotion for WBAL- 
T\'. Baltimore . . . Kieliard Thrall, 
to director of public service program- 
ing foi K'DKA-TV. Fittslmrgli . . . 
Donald Baiimaun. to the local sales 
staff as account executive at WlTl- 
TV. Milwaukee. # 



7 ) 
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Announcing 

ANOTHER TELEVISION FIRST FROM ARB 



Audience size for every U. S. TV station 
in every U. S. television market with . . . 

nationwide 



• Sampling in every U. S. county 

• Complete y$ hour viewing to every U. S. TV station 

• Total homes reached by every program and spot 

• Simultaneous coverage data for the entire U. S. 

• Fully automated UNIVAC^ data processing 

Once more ARB leads the TV research industry in a 
dramatic new advance to be introduced in fall 1959 . . . 
TOTAL U. S. TV MEASUREMENT! By means of an entirely 
new concept ... a progressive sampling approach reaching 
into every U. S. county, plus electronic digesting and 
interpretation of data by the newest UNIVAC^ . . . ARB makes 
possible simultaneous measurement of al[TV viewing to 
every U. S. TV station, wherever that viewing might occur. 

For the first time in history, stations and buyers of time 
will be supplied with actual homes delivered by every one of 
the 500 plus U. S. TV stations separately, by each 
quarter-hour of the week for each station, plus complete 
station circulation figures showing where these viewers are. 

These new features will be included in addition to ARB's 
regular metropolitan area rating reports and audience 
composition studies already standard in over 
150 important markets. 

You'll be hearing more soon about this fabulous new fall 
1959 package from ARB— first with the interviewer 
supervised diary, first with one-week/four-week 
measurement, first with the all-electronic ARBITRON, 
and now . . . first with NATIONWIDE TV MEASUREMENT! 

AMERICAN RESEARCH BUREAU, INC. 

WASHINGTON • USJO Ammendafr Road, ItrltsviUc. Md., WKb*f* r " 

NEW YORK • iOa Park Avenue, Seu- York J J, X Y.. PI -a 1- ., : 

CHICAGO • If* 7 Tribune Tower, C hicago 11, ///., Sl'j > nor 

LOS ANGELES • 6JJJ Selma Avenue, Hollywood, Cad'., fl( 



UNIVACif Registered Trademark of Remington Rand 



WHIRLEYS 

I Cont'd from page 33 I 

Vnlonio lkFAS-T\. KO.NO-TVi. 
Fort Worth (KKJZ-TVt. Memphis 
(WIIBQTV). Portland (KGVi-TV). 

Vuother consideration: to establish 
the item, in retailer and consumer 
minds, not solel) as a to\ . bin as an 
everyda\ no\elt\ item that could he 
purchased at newsstands,, drugstore^, 
hardware stores. 

\\ ith this in mind, a promotion 
campaign aimed at obtaining pings 
on network t\ sliows w as initiated 
along with the January expansion 
which took the item to; Miami 
(WTST-TY). Minneapolis I W CCA )- 
IT I. Springfield. Alo. iKTTS-IY). 
Chi, ago l\\ BBM-TVi. Birmingham 
(WBIiC-TVl. CkLW-TV was added 
to the Detroit schedule, 

The cities and station* added in 
Fehruan were: J ampa-St. Petersburg 

i w srvrv. \\tvt> . New ^ <>rk 

IVVNT V-TV|. Omaha (KMT V). 
Columbus l\\ T\ VTV'l, Seattle 
(KlXG-TVt. Dayton fWLW-ln. 
Oklahoma City ( KOCO-TV ) . 
Spokane (KH^-TV). Philadelphia 
(\\FJL-T\ i. 

In March. man) .-chednles were 
renew ed. some lopped oil. I n tw o 
markets stations were added: KKOV 
TV in San Francisco. WBICB and 
\\ C VI \ in Chicago. New markets : 
Houston I kPIUVIY l . Cincinnati 
(WCPO-TV. \V T kUC-'IY. \V T 1AV-T). 
Portland. Me. <WCSI1-TY>. \ew 
Orleans i WDSI -TV. WW l/l \ i. 
Vtlanta l\\Sli-TV I. 

In all. 1-3 stations were used in 3 1 
markets, "a schedule few small to\ 
manufacturers conld sustain. \\ est- 
heimer points out. * 4 for a seasonal 
piedi. Anioi ti/.ing costs, a major 
problem in the to\ industrv. was ae- 
( omplished with the nun ket-b\ - mar- 
ket introduction and no\ ell) -item 
approach. This made a I O-spot-per- 
ucek schedule possible in most mar- 
kets, u *l.000-s|.300 budget work- 
abh for the top Hi. 

With 3.5 million w~hiHe\s in orbit, 
the parlneis are now fanning 1 1 1<* 
llamc-s of the fad in ^ome markets 
while mereh letting it whirl awa\ on 
its own impetus in other*. The 
W hirle\ -W hii lei success not on I) 
established a proh table fad which is 
pa\ing off for jobbers and retailers, 
but a new business nun keting 

■ onsnltants for its parents. West 
heiiuei and I J \ nil- now eonlent to let 
the W hirle\ whirl. 



GREEN BAY 

I Cont'd from page 29 I 

this method. I feel we conld capi- 
talize on it a lot more than on tire 
nation-w ide hookups used b\ national 
brands. 

lie adds. **l belies e the test should 
cominee e\er\ 1\ station that the) 
need a strong local personalit) to 
support an item such as Parti-Das. 

The otJier .side oj the coin. Con- 
trasting with such enthusiastic state- 
ments are comments which sponsor 
received on the Crecn Ba\ lest from 
ma l keting. saler* and ad executives, 
and from some station men. 

One ageire) marketing \.p. said. "1 
couldn't find an) w here in \ our ac- 
count of the Parti-Day test. an\ indi- 
cation that Parti-Dav was testing da\ 
t\ against an\ thing. \t least on an 
organized basis. 

"Was this a tot of da\ t\ sj)ot 
\ >. newspapers? Vgainst night t\ 
2l)*s? What was the control factor? 
What were tire control markets?" 

An e\ en nunc serious criticism 
came from a top 20 media director: 
"Part \ - Da) seems to have done no 
rea 1 be fo re -a n < I - a f I e r rosea rch . How 
do yon know what \ on proved if \ on 
have no basis of comparison/" 

In all fairness, it .should be pointed 
out that l)"Arev. too. regretted that 
so little research was used. Says 
Cnrr\. *AVe feel we might have de- 
veloped more information with addi- 
tional in-storo tes|s and consumer 
siu \ e\s. but unfortunate!) a\ ailable 
funds were limited." 

Finally, there was a strong feeling 
among some mm).\s()K readers that 
"there's no need to test the power of 
t\ to ino\e merchandise. That was 
prosed years ago. From here on am 
sales test invoking t\ should be pin- 
pointed to turn up more specific in- 
formation such as comparathe 
values of da\ and night t\ . best fre- 
quericx of spots, best combinations of 
media. I)pe of audience, etc." 

One thing at least seems to ha\e 
emerged from the Creen l!a\ tot op- 
eration a leeognition among adver- 
tising and maikctiug men that sales 
tests are extreme!) delicate, and in- 
\ ol\ ed opei a I ions, and must be 
planned and handled carefulh. 

T\ . aided bv stronger meicliaridis- 
ing aeti\it\. prosed its abilil\ to sell 
13.320 eases of Part id >a\ in the 
Creen lia\ area. o\er a 20*weck peri- 
od, lint was it. in a larger sense, a 
rcalh "successful" test ? ^ 



JERRY ARTHUR 

{Cont'd from page 31 1 

oxer 3.V J of it in air media). 

Much of the growth has been at- 
tributable to building up accounts al- 
ready in the shop. Six clients have 
been with D&C for over 10 \oars. 
four for more than 20: one for more 
than 25 and another since the begin- 
ning. Ii\ product categories. D&C 
accounts stack up as follows: package 
goods 30'?. trawl and entertainment 
27 r ,', corporate and industrial \() c /c . 
drugs and sundries 13' < . fashions 
and house furnishings 11'*'. and pub- 
lications 9 r f . The agenc) recently 
has picked up some new accounts in- 
cluding iS nt ri lite Food Supplement. 
Magi-Care Cosmetics, and Vmerieau 
Fnka's sxnthetie \ arm* and fibers. In 
October it will move to new quarters 
in the Time. Inc. building when it is 
completed. In its combined offices 
I V V. Los \ngeles. Montreal, and 
Vtlanta ) . I )\C euiplo\ s more than 
300 person*. 

Its newest acquisition. J err) 
Vrthur. finished I larva rd after an 
interruption hv the ( . S. \avy during 
World War II with a background in 
law and economies. But since his 
interest was in selling and in com- 
munications, he soon got into adver- 
tising via the media department of 
Campbell- Fwald I New York ofiree I 
in 1917. 

V half do/en \ears later he went 
to Fuller \ Smith & Koss as media 
manager. sta\ed on to become its 
sice president in charge of media 
and radio t\ development, the posi- 
tion he resigned n few weeks ago to- 
come to \)kC. 

Among the radio accounts at D^C 
that Vrtlnir will he watching over 
are: Bur-Mil Cameo Hosier), Arthur 
Mn mi) . Boseo Milk Amplifier ami 
Kaseo Dog Food. Lad) list her Face 
Creams and Powders. Ri\ er lira ml 
and ("are Una Rice. Columbia and 
MCM Pictures. Dr. SrholfU Zino 
Fads and foot comfort products, 
Funds. F) e-Cene and Pearson Sakrin. 

\rthur's admitted reasons for 
deserting law in fa\or of a<hertising 
are that lie alwa\s was interested in 
selling. Todax s media man. Arthur 
feels, must be as much salesman as 
statistician. 

On the stieet. he is generally re- 
garded as "Yrcatbe." Hut his own 
feeling is that creativity \< merely 
"the disco \ on of new uses for es- 
tablished media." ^ 





PER 
DAY 




PER 
DAY 



THAT'S ALL IT COSTS TO STAY IN EUROPE! 

I htse two now KLM tour plans give \<>n more seeing and 
more saving. For 610 a day (standard hotels) 01 SI") a da\ 
(first tlass hoteK). all I'm ope U vom pla\ ground. Willi r )<) 
(itie% to \W\i t your dioue ol tours is almost unlimited! You'll 
see the sights you\e heard about, and plenu \on ha\en't. It's 
;e\ervthiiig yon could want in a tiip abroad, loi the price of an 
at-home \acation. Vonr non-stop KLM flight bom New Yoik 
to Europe is budget-priced, too. Example: viMt <> European 
(ities for just S502.20 round trip ecouomv ( lass. For complete 
details ol these and the nian\ other KLM touts a\ailable. 
mail the coupon. 



KLM ROYAL DUTCH AIRLINES 
Tour Dept. SM-59 

430 Park Avenue. New York 22, N. Y. 

lMt>T*r» s<n<t ni»- full inf nrniut ion on 
l. IdlV tours .ill ot>i* r KIM nuir* 
\_i o\.t 1 * "* under 18 Q 



Name 



Address 

City Zone State 

My Travel Agent is 



AO 



tNl *0«lO OMt 

KLM 
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says Cecil Trigg, Pres. & Gen. Mgr. 



KOSA-TV 

ODESSA, TEXAS 

For heavy artillery against 
competition, station managers 
swear by Warner Bros, fea- 
tures for the highest ratings. 
As Cecil Trigg puts it: 

"Warner Bros, features play a 
major pari in giving us a sweep 
of afternoon ratings. Our 
' Command Matinee 1 featuring 
Warner Bros, films has the high- 
est cumulative daytime rating 
in the market . . a whopping 
26.3 ARB in November!' 1 

KOSA-TV's enthusiasm for 
Warner Bros, features is ech- 
oed by stations everywhere. 
Ilardboiled sponsors sign up 
again and again for these top 
rating films. Cut yourself a 
juicy slice of these profits. Call 
us today. 

ua.a. 

NEW YORK, 345 Madison Ave., MUrray Hill 6-2323 
CHICAGO, 75 I. Wacker Dr., DEarborn 2-2030 
DALLAS, 1511 Bryan St., Riverside 7-8553 
LOS ANGELES, 9110 Sunset Blvd., CRestview 6-5886 



Tv and radio 
^ NEWSMAKERS 



Alfred J. Seaman has joined Sullix an. 
StauiTer. Colwell & Basics as vice-chairman 
of the hoard and chairman of the executive 
committee, lie comes to SSC&B from 
Compton. where he was exeeuthe v. p. and 
creative director. Seaman spent 13 \ears 
with Compton. He served there as copy 
supervisor in 1916: manager of the print 
cop) dept. in 19-19: was elected a v.p. in 
charge of that department in 1950. and named creative director in 
1952. \fter graduation from Columbia. Seaman was an a.e. at F&S&R. 

Morr Green has been appointed director 
of tv and radio for Revhm. Inc. He w ill be 
responsible for all emit acts with current 
Rev Ion programing and for the de\ elop- 
ment of future programs, done in conjunc- 
tion w ith the networks, talent agencies, 
paekage producers, etc. Green joins Rev- 
Ion direct!} from the creative writing field. 
His t\ show credits include //// Star Re- 
view. Colgate Comedy Hour. Milton Berle Show, and Perry Coma 
Shaw ( for which be recently won the George Foster Peabod\ Award). 

Harry Diner will head the San Francisco 
ollice of T\ Advertising Reps. Inc.. as sales 
manager. He joins Westinghonse's newb 
formed representath e group from KP1X. 
San Francisco, where he was sales account 
executive for fi\e \ears. Before entering 
broadcast sales. Diner was a theatrical 
agent with Music Corp. of America. Prior 
to that, he wa> a professional musician and 
orchestra leader. lie t> a graduate of the San Francisco Conservator) 
of Music and Marin College and is president of tin 1 Marin Citillion. 

Richard P. Hogue has been named \.p. 
and general manage] of Corinthian's new * 
1\ acquired KXTV i formerlx KBKT-TV). 
Sacramento. lie w as formerlx general 
manager of CHS' uhf'er. \\ XIX-TV. Mil- 
waukee, after a war's stint there as com- 
mercial manager. Previously, he had s])cnt 
two sears on the sale> stalT of CRS S]>ot 
Sales. Before joining CBS, llogue was V.p. 
and sales manager of the tv di\ision of Ileadle\ -Reed T\ for four and 
one-half \carv Knflier. he was on \R( s network and spot sales stalT. 
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TAMPA- ST. PETERSBURG 

. . . market on the move! 

2654 miles of giant pipeline, bringing natural gas to fuel-hungry 
Florida, are in the final stage of construction! The boost it will give 
to the Florida West Coast's already-booming economy is enormous! 

Now assured of an ample supply of this wonder fuel, the country's 
leading manufacturers are flocking to this dynamic area . . . bringing 
new prosperity, new buying power to the MARKET ON THE MOVE 
now 26th in retail sales, 26th in automotive sales, 27th in drug sales! 

Capture this rich market with the STATION - ON - THE - MOVE 
VVTVT — first in total share of audience* with 34 of the top 
50 programs! WTVT, with highest - rated CBS and local shows, 



blankets and penetrates the MARKET - ON - THE 
TAMPA - ST. PETERSBURG. 



MOVE 



* Latest AHH 



1 ■"■J^^^^Pk 
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station on the move... 

WTVT 



TAMPA - ST. PETERSBURG 
Channel 13 




THE WKY TELEVISION SYSTEM, INC. 
WKY-TV Oklahoma City 
WKY - RADIO Oklahoma City 
WSFA-TV Montgomery 

Represented by the Katz Agency 
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NAB takes strong code action 

Last week the Television Hoard of the VAH revoked the 
right of se\eral t\ stations in various parts of the eonntn to 
displa\ the \ \H Television ("ode Seal. 

Iiuohed in 1 1 it* revocation were charges that these stations 
had "wilfully and continually*" violated the provision* of the 
Code relating to personal product advertising triple spotting 
and advertising time standards. 

N \H\n Television Hoard acted on recommendation* of it- 
Television Code Review Hoard, headed by Don McCannon 
of \\ cstinghouse. Action was taken only after the stations 
had been notified of the complaints against them, ret j nested 
to coni))h with ('ode provision*, and given a full opportunist) 
lor hearing. W hen they refused to amend their practice*. 
The Television Hoard moved promptly to deny tlieni the Code 
rights and Seal. 

We have not seen the official transcript of the Board*"* 
proceeding nor ha\e we yet learned the call letters of the 
offending stations. Hut we do most heartily applaud the 
\ \IFs courageous and forthright action in this matter. It 
is important for the tv industry to have a strong code of fair 
practice-. It is even more important to administer it firmly. 

National radio month 

\\ li i If * we are on the subject of the \ \H we should mention 
that this iV National Radio Month and that the \ \B staff has 
done ait excellent job of providing promotional programs to 
stations and networks lor publicizing radio'* cause. 

In its drive for greater recognition, radio has ;i two-fold 
problem: to increase public awareness of its entertainment, 
service*, and news values, and to build greater acceptance 
with advertiser* who pa) the bills. 

The \ \H's "May i- National Radio Mouth" promotion 

directed toward the first of these objectives, and deserves 
w holehca rted support. 

THIS WE FIGHT FOR: To encourage adver- 
tisers, agencies networks and stations in both 
tv and radio to experiment and create new pro- 
gram forms foi the air media. Creative pro- 
graming is essential to radio and tv growth. 




lO-SECOND SPOTS 

Sign on a fortune-teller's wall 
" £ ()nh ined i mn in tow n summoning 
spirits in true Ihing color and stero- 
phonic sound. Rate;* decrease 50'^ 
S inula} < and weekdav s after 6 :00 
p.m.' ' — Frank Hughes. 

Eavesdrop: Reported!} o\erheard in 
a Madison \\ enue restaurant — 

1st \dm\_\; The new gu\ in media 
M'eiib to he taking hold prettv well. 

2m> uniw: Hut he drinks a lot. 

1st \n\i\N: Yeah, hut onh on the 
job. 

Support: When Maiming Rubin, 
radio t\ director of Richmond's Car- 
gill, Wilson & Acree agency. \ olim- 
teered to conduct a timehu} ing class 
for Richmond Professional Institute, 
he arrived without preparation, en- 
listed aid of a couple of friends he 
saw in the waiting room to ser\c as a 
panel. I lis impromptu experts: Frank 
Rice, of Harrington. Righter & Par- 
M»nS rep firm: F. J. llassett. sale* 
manager for WFMV-TV. Greensboro: 
Pom Fraiofi. local sales manager for 
WRVA-TV. Richmond. And that's 
just one thing that ran happen to time- 
sellers in agency waiting rooms. 

Hopeless: Richard Willis. WXTA- 
Tv. \ew York, told this one at a 
recent Sales I d emotion Fxecuth cs 
Woe. lunch \ t\ actor complained 
to his ps\ chiatrist. "I can't sing. 1 
cant act. 1 cant dance. I m tortured 
h\ the realization that unless someone 
suite* a script. 1 can"] e\en speak - 
and then 1 read it \er\ badly."' 

"Thai s no problem/* said the psy- 
chiatrist . "JuM lea\ e the business/ 

"I low* can 1 asked the actor. 
"I'm a star." 

Snapper: \t a Pittsburgh Pirates 
ball game. K I )K \ new seaster Fd 
S*hanghenc\ was shaken to see his 
sou David hi the croud a truant. 
"W hen 1 w a> a ho\ /" Schanghenc} 
>aid to KDK \'s Jim Williams, "uo 
didn't do things like that." "When 
\on wen 1 a bo\."' retorted Williams, 
"the} didn't ha\e baseball.** 

Public service: KOV. Pitts-burgh, is 
current 1\ running one-minnle w am- 
ings on a hunted fngiti\e: the} close 
with an ominous \oice saving. 1 lie 
FIJI wants this man!" D.j. Ro\ Fll- 
\\ ell comnienled. "I f } on see him. run 
like blazes/' 
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CAPTIVE MARKET 



SURROUNDED BY MOUNTAIN PEAKS AND ISOLATED FROM BOTH SEATTLE AND 
SPOKANE, WASHINGTON'S 1 2 INLAND COUNTIES ARE TRULY A CAPTIVE MARKET! 

KPQ gets RESULTS 2 TO 1! 

POPULATION: 447,400* 
EFFECTIVE BUYING INCOME: $789,335,000* 



HOW DO YOU LIKE THOSE APPLES? WE'LL BACK OUR 
CLAIMS WITH MONEY WHERE OUR MOUTHS ARE! 



Source SRDS Consumer Marker Dala. April 15, 1959 
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WENATCHEE, WASHINGTON 



C °*N AND NEW 











Seattle & Portland Reps. Notional Reps. 
Art Moore & Associates Weed & Co. 
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as you like it . . ♦ 
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USIC FOR NORTHERN OHIO 
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THE BUSINESS OF GOOD MUSIC 




Heavenly music. That's the name 
for WDOfCs good music that 
strikes the right notes in the re- 
sponsive ears of young adults and 
adults in the Northern Ohio area. 

To complement its good music 
programming, WDOK produces 
local news casts with its own rov - 
ing mobile units and supplements 
this with national news from the 
Mutual Broadcasting System. 



WDOK is constantly eager to 
serv e and does serve the public in 
all worthy causes and civic affairs. 
We do it because we have the de- 
sire to serve our listeners. That's 
win Clevelanders like WDOK.* 

Because of these attributes we are 
better able to serve our clients. 

*The latest Nielsen rating flowed 
WDOK a> No. 1 and No. I among 
all Cleveland stations. 
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